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STYLED FOR THE JUNIOR DEB ( 
DEMANDED BY GROWN-UPS ee 


Tweedettes, originally created for the Junior Deb with 
grown-up ideas, have become popular among grown-ups 
with young ideas. Swanky heels, youthful styling and 
special box heel lasts have turned the trick. Sizes run 
from 1 to 3 in Junior Miss right through to 9 in 
Women’s. Four weeks delivery. 


This line maintains a most remarkable repeat-record 
with merchants who handled them their first year in 
production. Tweedettes retail at $5.00 profitably. 
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TWEEDIE FOOTWEAR CORPORATION, JEFFERSON CITY, MO. 


When writing advertisers please mention Boot and Shoe Recorder 
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VOICE of the TRADE 


LIN YUTANG, in his book “My 
Country and My People” (one of 
the great books of the day), says: 

“The popularity of foot binding 
was based on the worship of 
women’s feet and shoes as a love 
fetish and on the feminine gait 





which naturally followed. Its pop- 
ularity with women was based on 
their desire to curry men’s favor. 
Actually foot binding was sexual 
in its nature throughout. Next to 
a good face, a woman was im- 
measurably proud of her small feet 
—as modern women are proud of 
their smal] ankles—for these feet 
give her an immediate distinction 
in any social gathering. 

“Chinese women have found in 
the modern high-heeled shoes a 
tolerable substitute. They enhance 
the women’s figure, develop an 
amazing gait and create the illu- 
sion that the feet are smaller than 
they really are. 

“T have seen feet of three inches, 
without heeled shoes; and feet of 
four or five inches on heeled shoes, 
stand on the same place; and felt 
that the three-inch feet were big- 


ger than the four- or five-inch feet 
—hbeeause with heels the toes point 
downward.” 

Thus, fashion performs the mira- 
cle of changing the custom of 
foot-binding when laws and edicts 
were powerless. 


* % *% 


*6@DUT our way the country is 
looking good,” remarked W. P. 
Barnes of San Diego, which is 
west Texas way. “The wool is 
in good shape. The ranges are 
better than they have been in 
years. So with the countryside 
settling down to attend to its own 
business we intend to make a gen- 
uine intensive drive for some real 
business which we know already is 
to be had for the fighting. 





“We believe our main job for 
this year is to sell more and bet- 
ter shoes to our customers. The 
past two years have been good, 
but we just feel it in our bones 
that the coming season will far 
exceed all past records. Nothing 
phenomenal, but a good healthy 
increase.” 


Page 11 


@RTHOPEDIC study and prog- 
ress will not be downed notwith- 
standing the fact that at the 1935 
convention someone turned the 
lights out to force the clinic of 
shoe merchants to adjourn; and 
at the 1936 session, a deadline was 




















set at 9.00 p. m. sharp. Numerous 
men and women who attended this 
meeting refused to leave the hall 
and protests were heard on_ all 
sides as to the limited time al- 
lotted. Everyone present was eager- 
ly thirsting for information. Not 
one of the 400 in attendance wanted 
to leave the room. 

A leader in the movement now 
writes: “The essential point is that 
unless the Health Shoe-interested 
shoemen are given an opportunity 
to talk over their specific prob- 
lems at the N.S.R.A. Convention, 
they will be, out of sheer necessity, 
forced to break away and form 
their own organization. Wouldn’t 
it be better to recognize the Health 
Shoe problem as a distinctive func- 
tional phase of National Shoe Re- 
tailing and set up a Foot Health 
Division working in cooperation 
with the organization rather than 

























as a separate and opposed cham- 
ber? There are style committees 
and financial committees. Why not 
foot health committees that actu- 
ally function and to which sufh- 
cient time is allotted?” 


* * * 


FOR the past fiscal year, the 
Endicott Johnson Company manu- 
factured 37,200,000 pairs of shoes, 
33,000,000 feet of leather and 
4,200,000 pairs of rubber and 
tennis footwear; and employed ap- 
proximately 19,250 workers—with 
a payroll of $25,000,000. 

Forty-one distinct and separate 
units constitute the complete or- 
ganization—not to mention such 
things as libraries, recreational and 
athletic activities — dining rooms 
that serve 141,000 meals per month 
—public markets and a medical 
department with 42 full-time medi- 
cal doctors, four part-time doctors, 
five dentists, five dental hygienists, 
one physiotherapist and _ twenty- 
seven full-time registered nurses. 

So you see, the E. J. Company 
is more than a business. It is an 
institution. 

* * * 

**HBIG BILL HATTON,” now 
chairman of the board of the Eagle- 
Ottawa Leather Company of Grand 
Haven, Michigan, furnished leather 
for the thrones of the Emperor of 
Abyssinia, and to II] Duce the 
leather used in his automobile. 

So you see, Michigan tannage 
has a prominent place in the news 
of the day. 

* *& * 
RRALPH L. GOLDSMITH of 
Lansburgh & Bros., Washington, 
D. C., says: 


REBUL 
ee 








“Tt is my belief that one of the 
major economic problems of 1936 
lies in the mark-up policy of retail 
stores. With the advent of increas- 
ing costs through taxation, social 
security, and others, I have heard 
the reflection of some thinking that 
an increased original mark-up 











LAZY BONES 





—Scene:—A wintry night on a 
street corner. 

—Cop leaning against an electric 
light post observes inebriated 
gent looking for something in the 
snow. 

—Cop: "Whatcha lookin’ for?" 

—I.G.: "Lookin' for m'key.” 

—Cop: "Where'd ya lose it?" 

—I.G.: "Up th’ street there." 

—Cop: "Well, why ya lookin’ for 
it here, then?" 

—I.G.: " "Cause th’ light's better 
here." 

—To a befuddled mind it may seem 
wise to work along the line of 
least resistance. 

—But a sober mind knows that 
the best and most lasting results 
come from the hardest kind of 
work, 

—The man who muddles through 
life trying to dodge hard work is 
usually to be found in the lowest 
income bracket. 


Saucat “Tent. 


President. 





would be made to cover these costs. 
How many of us have stopped to 
realize how important the employ- 
ment situation may be in our vari- 
ous cities, the income of our people, 
the relatively small increase of 
such income and, therefore, the 
purchasing power to buy as com- 
pared with the increased cost of 
store merchandise and other com- 
modities and necessities. 

“Let us not forget in establishing 
our policies for 1936 that our 
greatest insurance of profit lies in 
increasing the volume of retail 
business and that there is a rela- 
tion between the original mark-up 
and the mark-down and that the 
final realized gross profit should be 
the basis of our judgment. With the 
country’s capacity for production, 
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it is necessary that our policies as 
distributors must be in the direc- 
tion of encouraging distribution to 
provide outlet for the country’s 
production. If we build up resis- 
tance to this distribution, it will be 
difficult to obtain adequate volume 
with reasonable promotional costs 
and, consequently, yield less profit. 
If, however, we price our merchan- 
dise judiciously to encourage sell- 
ing, we will secure our volume in- 
creases with less cost and more 
profit.” 
* * 

RUBE METZ of Chicago, III. 
who won a first prize in the Na- 
tional Shoe Fair window contest, 
writes: 

“Your convention numbers are 
the best issues of your marvelous 
weekly that I have ever received. 
After showing the articles of in- 
terest to my boys in the store | 
always take the RECORDER home, 
where I have the time to read and 
digest it thoroughly. It is an edu- 
cation in itself and should be read 
by every man in the shoe business. 

“T have been in the retail shoe 
business for the past thirty-six 
years and if there ever was a time 
that a man needed every bit of 
knowledge he could gather, that 
time is right now. 

“Bigger and better RECORDERS 
in 1936 and with my very best 


wishes to your entire organization.” 
* * * 


Gi. C. DRIVER of the May Com- 
pany, Cleveland, Ohio, states: 

“IT am not pessimistic but highly 
optimistic as to the future, because, 
after all, the common sense and 
reasoning power of the average 








American has not deteriorated to 
the extent that we cannot continue 
to build for substantial business 
gains in spite of all handicaps. 
“The retail credit managers of 
the United States, due to sound 
thinking and consistent business 
conduct, have done and are doing 
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more work for the restoration of a 
substantial and lasting prosperity 
than all others. 

“There is now on a definite 
struggle as between the super-sales 
promotion seekers, seething again 
with a volume craze, on the one 
side; and the safe, saleminded, but 
profit conscious, credit grantor on 
the other side. Naturally, the mer- 
chant must depend upon his credit 
department to help develop sales, 
but develop sales that yield, as 1 
have previously indicated, a profit. 

“The accumulation of slow pay 
accounts is a disproportionately 
high overhead, and the wise credit 
man tries to sell his merchandise 
to people who pay promptly rather 
than peddle it out to all classes in 
the hope that perhaps they may 
pay, but usually finding that he is 
involved in a. vast amount of detail 
and in an extremely expensive pro- 
gram in getting a reasonable re- 


* % % 


NEWS WEEK writes: “Outdoing 


American Efficiency—In the new 


ae PP a 


MANAGER 





administration building being built 
for the Bata Shoe Company in 
Czechoslovakia (the largest institu- 
tion of its kind in the world), the 
manager’s office will be an elevator. 
At the press of a button he and 
his desk can be at any floor where 
he’s needed.” 


* * * 


J. E. RAYNE, president of the 
British Boot Manufacturers’ Feder- 
ation, has epitomized the general 
consensus of opinion in British 
boot and shoe manufacturing 
circles, regarding the outlook for 
1936 as follows: 

“One does not need to be an 
economist to know that the reduc- 
tion in the unemployment figures 
must necessarily lead to an increase 
in the sale of all articles of wear- 
ing apparel, including footwear, 
and I shall indeed be surprised if 
those factories which make shoes 


1936 


for the million do not enjoy a 
greater measure of prosperity in 
1936 than has been the case for 
many years past.” 


* * * 


*©BD OCTOR” shoes are decreas- 
ing through pressure put upon fac- 
tories and distributors of shoes 
mis-using the term “doctor.” 

Three respondents have agreed 
to desist from the production and 
distribution of shoes stamped with 
the word “Doctor” or the abbre- 
viation “Dr.,” when the shoe is not 
manufactured with the design or 
under the supervision of a medical 
doctor. 

The Federal Trade Commission 
has been active in issuing “cease 
and desist” complaints against a 
number of shoes so termed. 


* * * 


HR. K. BROMMER, shoe buyer for 
the John Gerber Co., Memphis, 
Tenn., says: 

“The best thing we Southern shoe 
men can do is to forget all about 
the AAA, CCC, and so forth, and 
get down to the business of selling 
shoes. Let Washington attend to 
their job and let us concentrate on 
our job. I know we fellows selling 
good shoes have not scratched the 
surface in this section in developing 
the shoe business as it should be 
developed. For a long time we 
were asleep and let lower priced 
stores dominate the picture. As the 
situation now exists (and as it has 
existed for some time), women are 
decidedly interested in the color 


situation and only very mildly in- 
terested in the crop situation.” 


* * * 


EVERYONE in shoes has had the 
experience of rapidly glancing 
through a newspaper and finding 
that the eye is caught by the word 
“shoe” hidden in some obscure 
little paragraph. One almost feels 
that it is a miracle that the human 
eye can pick that one word out 
of a page with 4000 words. 

Just to illustrate the point, we 
read: “Not one passenger lost his 
life through passenger train acci- 
dent on any railroad in the United 
States during 1935. The nation’s 
entire railroad system, operating 
over a total of 420,000 miles of 
track, carried human beings an ag- 
gregate of 18,400,000,000 miles— 
without a single passenger losing 
his life.” 

The statement was signed by the 
American Brake Shoe and Foun- 
dry Company of New York. So 
it seems there are shoes and there 
are shoes. 

* * * 

CURTIS W. JOHNS, salesman for 
the Groves Shoe Company of Chi- 
cago, has a voice he might well 
be proud of. He sang at a recent 
shoe convention and the applause 
which followed was long and ap- 
preciative. 

With such an accomplishment, 
Mr. Johns could turn professional, 
but instead he sticks to shoes be- 
cause he knows and loves them 
and uses his singing talent simply 
as a gesture of friendship. 





GRanam 
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"Quick, Mike—Wot does th’ rule book say?" 





Introduced as a high 


style note for the Southern Season. 


tailored evening clothes are fast 


beeoming a popular fashion, with 





new possibilities for the promotion 


of evening shoes. 































































































The 
DINNER 


A WAVE of tailored fashions is sweep- 
ing the country. And riding the crest is 
the dinner suit, the tailored costume for 
after six. It began as a high fashion. It 
is now in the popular class. Every woman 
who is on her toes will want one this 
Spring. And in a season when evening 
slippers are normally unimportant, the 
dinner suit opens up a new field for shoe 
promotion. 

“Dress like your husband,” said Bon- 
wit Teller, in introducing this new 
tailored mode. And that’s the theme of 
the dinner suit. It’s a steal from men’s 
evening clothes, with all sorts of piquant 


The black and white dinner suit in a softly 

tailored version. For such a costume, Bon- 

wit Teller shows the tongue sandal in a 

fine woolen fabric trimmed with patent or 

in faille silk trimmed with satin, while Saks- 

Delman promotes patent leather with open 
toe and heel. 

















The new D'Orsay pump in crepe and gold 
kid. 
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The dinner suit in lace, with which a more 
elaborate evening shoe can be worn. 






by 
RUTH HARRINGTON 







SUIT Is Served 









touches to make it feminine and interesting. It can be served 
up in dozens of different ways. It can take on a Spanish 
flavor with boleros and sashes. It can go Chinese with a coolie 
hat, or Gibson girl with big sleeves. It can be done in the 
most feminine of fabrics—lace or net or printed silks. It 
can be all things to all women. 

And shoes for dinner suits can run the range from the 
simplest of types to models that could be worn with the most 
formal evening dress. With the lace dinner suit we have 
illustrated, for instance, you could picture almost any evening 
slipper. But the most important dinner suit, by far, is the against the dinner suit shoe of 1936. ‘The whole 
simpler type shown on the left hand page. And the most set up is different. 


















significant dinner suit shoe is a simple one, too—dramatic in Cocktail clothes promoted for afternoon wear were 
line, tailored in material. That’s where the emphasis should necessarily extremely limited. Few women had the 
be placed. That’s where the volume possibilities lie. time, the money or the inclination to change from a 





This most typical dinner suit shoe is, to be sure, the “Cock- street length outfit to a long-skirted costume at five 
tail shoe” with a new slant and new possibilities. Don’t let in the afternoon. Moreover there was always the 
[TURN TO PAGE 58, PLEASE] 










your experience with cocktail shoes, so called, prejudice you 
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WRONG BALANCE 
FOOT FINDING LEVEL 


CORRECT BALANCE 


Illustrating inversion and eversion of walking and standing 
inflare and outflare. Diagram |. 


@PINIONS vary much on the question of short back 
parts in men’s lasts, as it relates to an improved back 
part fit of oxfords. The theory apparently has not 
worked out as satisfactorily in men’s shoes as it has 
in women’s, due, no doubt, to the lack of similarity 
of prevailing styles in men’s and women’s footwear. 
However, work has been done along these lines in the 
men’s field. The shortening of the back part 4% to %4 
of a size has necessitated increased measurement at the 
waist and instep, ranging from an 1% in. to 4 in. at 
the waist and upward to %% in. at the instep, thus lit- 
erally making a 714C actually as much as a 714D at the 
waist and a 7144D 1 instep. 

The greatest difficulty encountered is the seating of 
the ball at the inside joint. The short back part forces 
the joint considerably ahead of the break of the shank. 
This does not set well with the converts of the heel to 
the ball fitting idea. To date, very little ground has 
been covered scientifically by either manufacturer, last 
man or retailer. It is not out of place to say such an 
innovation on the retailer’s shelves adds another com- 
plication to the shoefitter’s problems of the many vari- 
ations of measurements of the shoes already in the store. 


Grading of Sizes 


It is quite necessary to consider at this juncture the 
gradations of lasts for size, as well as width. Previ- 
ously girth measurements were taken up. Forgetting 
for the moment the French derivation of our present 
size system along metric lines, it seems better for our 
use, here, to consider the American standard of mea- 
surement. Translated from the metric system, one size 








1936 
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THE LAST 


is equal to 1/3 in. Therefore, when we think of a 
714, an 8 is relatively 1/6 in. longer, while the 84 is 
1/3 in. longer than the 744. Basically, on our size 
stick, we would start with a 744, as an arbitrary size, 
plus the “extension” which is the added length for 
that size beyond 744. All lasts are known to “stick” 
beyond the specified size, from a 14 size extension, or 
1/12 of an inch, to 144 sizes, i.e., 3/6 in. or Y in. 
Lasts are known to fit short or long, which, of course, 
is in ratio to their extension. Prevailing styles have 
much to do with this—the narrower the toe, more ex- 
tension is usual, while the wider toe carries less ex- 
tension. This is self-evident because it is necessary with 
the narrower custom types to “draw” the lasts out as 
much as is consistent with the right balance and pro- 
portion for the style to allow as much room as possible 
for the third, fourth and fifth toes. 
Holding Identity of Widths 

Hence, keeping in mind “last extensions,” as the 
extra length beyond the given size, it is necessary to 
understand other variations of length grades. In order 
to keep narrow widths and wide widths looking alike, 
invariably the D and E widths are made longer than 
the C,B and A. The AA’s and AAA’s are made shorter. 
Thus, the identity and balance of a set of lasts from 
AAA to E is held, so the shoes all look alike. It is 
possible that the narrow widths will be “closed up” 
from 14 to %& of a size, while the wider widths will be 
“lengthened out” accordingly. The result is that the 
narrow widths do not look too narrow and the wide 
widths appear too wide. It has been a common experi- 
ence to many shoefitters running seven widths on a 
style that the D and E’s did not look like the B and C’s 
nor did the AA’s and AAA’s compare favorably with 
the middle widths. 

Likewise, with the grading of the widths, in order to 
hold their identity throughout the entire size schedule. 
the usual 14 in. in girth grade between widths will vary 
¥g to 3/16, meaning that the narrow widths might run 
1% fuller than the base measurements on a 714C, while 
the wide widths might run under as much as 1 in. 


ers’ Ideas 





Shoe M faet 

Last makers and shoe manufacturers have their own 
ideas about measurements, grades and extensions. I! 
a shoe manufacturer accepts the model as presented by 
the last man, then, usually, the last man’s ideas prevail. 
On the other hand, some manufacturers work out thei: 
own models, consequently specify the measurement: 
grades and extensions. In an instance like this such « 
manufacturer sets up “standards” of his own, to assur: 
himself that his styles will fit with comparable un: 
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COMES FIRST 


B. Harrison Cort 


The second of a series of articles on the 
fundamentals of footwear. 4 This com- 
prehensive treatise on the primary 
subject of lasts is the result of a life- 
long study of proportions, balance and 
use of lasts as the nucleus in the art of 
shoemaking. Introductory phases of 
the subject and last measurements were 
diseussed in the Recorder of 
December 21, 19335. 


by 
B. Harrison Cort 


formity. In other words, 714C universally is the same 
in measurement, notwithstanding there may be 50 or 
more styles of lasts embraced by said line. Differing 
from this situation are the variations of measurements 
found in the line of the manufacturer who picks his 
numbers from the last maker’s line, and goes ahead, 
making shoes because they “look good,” paying little 
heed to the comparison of measurements, grades or ex- 
tensions of the lasts comprising his total line. It is 
little wonder that a retailer has fitting complexities 
when as many as a half a dozen manufacturers’ lines 
are sold in his store. 
Bottom Treads 
Before this phase of the subject is passed, it is neces- 
sary to carry it a little further, indicating thereby the 
grading of the bottom or the insole breadth. This, 
again, is worked out with variations. A last man’s 
regular grade would be 1/12 in. between widths, mean- 
ing that a 714C is 1/12 in. wider across the bottom 
than a 714B and 1/12 in. narrower across the bottom 
than a 744D. There is no specific standard for the 
exact width. In the old days, 25 years or more ago, 
314 in. was considered as a standard across the bottom 
at the ball, while across the heel 214 in. was thought of 
[TURN TO PAGE 30, PLEASE] 


INFLARE OUTFLARE STRAIGHT 


Footsteps denoting inflare (inversion) and outflare (eversion). 
Foot in action. Diagram 2. 
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SHOE 
MEN 


in the 


NEWS 


TEXAS STARS—New officers of Texas 
Shoe Retailers Association: (L. to R.) 
Pres. R. C. Mynatt of Dallas; Secretary- 
Treasurer—W. A. Harris of Ft. Worth 
and Ist vice-president—M. A. Daniels. 


BIG HAN 0—Harry 
Terhune in the center— 
showing the mitt that 
has greeted more shoe 
men (note the thumb) 
in every state in the 
Union than any hand in 
the industry. The two 
greetees are M. A. 
Daniels and W. A. 
Harris. 


CEMENTING FRIEND- 
SHIPS — Barnard Solar 
(left) and W. H. Bresna- 
han (right) of the 
Compo Shoe Machinery 
Corporation and (cen- 
ter) Max Housman of 
A. S. Beck. 
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INTERNATIONALLY BOUND—Herman 
Delman sails on the SS. MAJESTIC for 


new European Del-Mac alliances. 


RADIO STAR—T. Arthur Cohen, pres- 
ident of the New York State Shoe Re- 
tailers Association, sails this week for 


the Carribbean. 





Camera 





THREE OF A KIND 
—John McElaney, B. 
Harrison Cort and 
Halsey Elwell. They're 
Stacy-Adamses all. 


BELOW 
SMILING — Merrill 
Watson — tells the 
Boston Boot and 
Shoe Club the Tan- 


ners Council's story. 





KENNETH COLLINS 


WHO'S the head man in retailing in 1936? Who is 
it upon whose ability to “do his stuff” will depend the 
success or failure of many a department and many a 
business? Is it the Big Boss in the front office, the 
salesman at the fitting stool, the advertising man or 
the fellow who fixes the windows? Anybody has a 
perfect right to submit an answer, but Kenneth Collins, 
vice-president of Gimbel Brothers, New York, and pro- 
motion expert extraordinary, has his own opinion and 
intends to stick to it. 

Mr. Collins claims the Big Shot in any retail or- 
ganization is the buyer. 

“I think that sales promotion people have had a 
great revelation in the past few years about who it is 
in the organization of a store that really makes that 
store go ahead or go behind,” said Mr. Collins at the 
recent convention of the National Retail Dry Goods 
Association in New York. “They have discovered that 
that person is the buyer, who was, until recently, the 
Forgotten Man in retailing. 


“Now that we have torn away most of the gilt 
braid of retailing, now that we have put planning 
departments and training departments and super- 
statisticians and controllers, and, to some extent, 
lordly merchandise men in their rightful place, 
we begin to discern that the buyer is really the 
vital cog in the retail structure. He buys the 
goods. He must sell them. He is on the floor 
the better part of the day talking to the sales 
people and the customers. He is the man who 


decides the retail price. He is the man who de- 
termines the day of the week for promotions. He 
may be a prima donna, he may think he knows 





BUYER IS 


Viee-President 
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“<“TOPS,’’ 


Deelares Collins 


of Gimbel Brothers Says 


Merchants Are Beginning to Recognize that 
the One Time Forgotten Mar of Retailing Is 


Really the Vital Cog in the Machine. 


it all, he may not approach the advertising office 
with the proper reverence, but that doesn’t alter 
the fact that he is the central person in any buying 
and selling transaction. 


“Every procedure that exists in a retail store, every 
method of accounting, every system of receiving and 
marking goods, every function of the advertising, em- 
ployment training and delivery departments exists only 
for the purpose of assisting selling departments to re- 
ceive and mark goods, to bring them to the selling 
floor to sell, and to deliver them. 

“And that all goes back to the buyer again. So 
the sales promotion people have learned it’s the buyer 
who can make any promotion successful or unsuccess- 
ful and that it’s best to humor him. If he wants a 
certain newspaper or a certain window, if he feels 
strongly about a certain interior display, if he asks 
repeatedly for a certain clerk or clerks, if he insists— 
and there is no very vital reason to the contrary, let 
him have his own way. His enthusiasm will make the 
promotion go over. Dampen his enthusiasm and i! 
will fail. 

“This sounds like a reasonable rule, but formerly 
it was usually honored in the breach. We were all 
theoretical a few years ago. Then we were planning 
newspaper lineage against newspaper lineage, then we 
were playing with the days of the week when we wante// 
to have our business increase rather than consider the 
days of the week when the public wanted to buy our 
goods, then we were asserting the authority of the em- 
ployment department and the planning department ad 
Lord knows what department. And we gave the buyer 

[TURN TO PAGE 40, PLEAS'.] 
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the high-lighted bag materials are the high-lighted 
shoe materials. 

Patent leather, for instance, is an extremely important 
revival that makes a perfect bag and shoe ensemble. 
This leather was considered up to now a staple leather 
for popular price selling. This Spring its whole status 
has changed. The black, navy or russet patent leather 
bag, like the patent leather shoe, is being sponsored 
by the best houses and is being styled in fresh new 
ways. Touches of gold, touches of color, surface treat- 
ments like embossing and tucking, all manner of fine 
detailings, give patent an entirely different look. 

With gabardines as general as they are in shoes, this 

[TURN TO PAGE 58, PLEASE] 


The russet range of Spring bag colors 

ranks third in importance to navy and 

black. Madge Evans, M.G.M.__ star, 

matches her scarf and gloves to her lug- 
gage tan calf bag. 


The BAG and the SHOE Agree 


in Color and Material 


THIS season all the makers of accessories have put 
their heads together as they never did before. Real, 
concerted action has gone on in the industry to make 
bags and shoes and belts and gloves that can be sold 
together to make accessory ensembles. 

Color is their great common cause—for the new 
fashion story of this Spring is accessories that match 
each other and contrast with the costume. 

Shoes cannot go quite so wild in color as the rest 
of the accessories, not at least for Spring. Spring 
shoes must keep their feet on the ground when bags 
and gloves soar to the heights of sulphur yellow, pink, 
purple and the other exciting color schemes that we 
will see so widely worn. But bags and shoes will travel 
a long way together along this new color road in the 
next few weeks. 

Navy first and black next are naturally the impor- 
tant colors from the standpoint of volume. Rust is 
the most important from the standpoint of fashion. 
And when we say russet, we mean the range of bright, 
ruddy, vibrant browns—London tan, Chaudron, Bour- 
bon. A russet shade is the ranking high color in every White patent leather bag and 
better bag line, as it is in shoes. These russet accessory shoe ensembles, now being 
ensembles will be worn with navy, with gray, with ae seins Pegg vow loot 
beige and with other high colors in clothes. 

Gray is next in fashion rating and grows more sig- 
nificant every day in both bags and shoes. Dark brown Navy; 
is sliding down the scale in bags, again coinciding with 
the shoe situation. The russet shades have taken the 
spotlight away from these staple browns. While the and shoes: Patent, Gabardine and 
classic grained leathers remain the basic choice for 
bags, there is much greater diversity in materials shown 
this Spring than ever before. In almost every case, 


Rust and Gray are the 


leading companion colors for bags 


Suede outstanding bag materials 
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he Editors Ouldook 


A GOOD Spring shoe business doesn’t just happen. 
Not in this year of *36—when every other industry 
is fighting for its share of the consumer’s dollar. The 
shoe merchant in every state of the Union must be 
aroused to the necessity of putting energy, initiative 
and courage into the sale of his product. No longer 
is it possible to sit and wait. Too many saddle-sores 
are developed by sitting around on empty fitting stools 
—when the problem of the day is how to get the cus- 
tomer into the store. 

A two-fisted enthusiasm for the shoe man’s share 
of the customer’s dollar will bring more two-footed 
customers into the store. There is no reason why the 
retailing of shoes should be a passive function. People 
need new shoes and they need them most in the Spring- 
time. People will put off buying shoes and spend 
their money for something else unless they are told 
very definitely that shoes are a necessity. The sit- 
and-wait policy is out this season. 

Other industries are riding strong in the public di- 
rection. General Motors increased 37.9 per cent in 
unit sales in 1935 over 1934. Ford production for 
1935 was up 77.9 per cent. Chrysler shipments for 
1935 were up 41 per cent. Gasoline consumption for 
eleven months was up 936,474,000 gallons. Machinery 
tool orders in 1935 were 86.1 per cent ahead of 1934. 
Building contracts in December increased 105 per cent 
over the same period in 1934. Production of steel 
ingots was the largest since 1930. Cigarette consump- 
tion increased in 1935 over 1934 by 7.2 per cent for 
a new high level. Bank deposits in 1935 increased by 
about four billion dollars or 17.5 per cent, according 
to Federal Reserve reporting member banks. 

There is business to be had for those who will go 
after it. No industry has demonstrated its salesmanship 
better than the automobile industry; and more power 
to it. The shoe locomotion industry has done nothing 
to brag about in the year past, and in the first six 
weeks of this year has given away shoes, without profit 
or prestige. Here we stand, in the middle of February, 
torn between doubts as to whether purchases made 
“are good P.M.’s” or whether the public is saturated 
with shoes” and won’t be in the market until the soles 
are thin and uppers threadbare. So what—sit and 
wait, or! 


What’s to be done about it? The first thing is to 





°*SIT DOWN STRIKE’? NOT NEW AT RETAILING 






by ARTHUR D. ANDERSON 
EDITOR, BOOT AND SHOE RECORDER 


take a good look at the stocks in stores everywhere. 
Why is it that the manager of a Woolworth store with 
at least 4000 numbers and a hundred thousand items 
can take a physical inventory once a week and the 
shoe store staff is all tired out when it takes an in- 
ventory once in six months? The proprietor himself 
should be taking a constant physical inventory on 
sections of shoes to determine not only the pair count 
but the perishable quality of the goods he owns. Stocks 
should be moved around the store if for no other rea- 
son than movement from one side to the other; it gives 
everyone an appreciation of the sizes and widths and 
types of shoes that are gathering shelf-sores through 
inaction. If the individual stores of this country (and 
we use that term to classify the independent ownership 
type of store) were to put in the number of hours 
in shoe-store-housekeeping that is done by the chains 
there would be less howling in the night that com- 
petition kills. 

We, as an industry, haven’t learned to compete with 
other industries because we spend so much time fight- 
ing among ourselves. Even leather men depreciate the 
merits of types of leather different from their own, 
in the hope that internal competition will give them 
a larger share of- the static business of shoes. 

It is time that all forces in the industry cooperated 
to sell more shoes rather than to try to “divvy” up 
what is now made. What we need to develop is self- 
interest—not selfishness. The self-interest of every 
man, connected in any way, with shoes is in increased 
pair-sale and increased profit per pair through better 
service. We must learn to develop a sense that com- 
petition may be also cooperative. It is for the good 
of society for us to sell more pairs of shoes for more 
uses—for locomotion of feet is an element in the 
progress of all people. 

A political or presidential year is of no concern 
to merchandising—if we but realize that customers 
vote with dollars for the goods they want. The 1936 
truth is that the stores that are alert in the publicity 
and promotion of their products win out over the 
slow, stale, sit-and-wait stores. Business is to be had. 
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AT LAST! 
HERE'S THE ANSWER 


eee TO THE CRYING NEED OF 
ALL MERCHANDISERS OF 
MEN’S SHOES ...-. 


Here’s that something real to talk about... 
Something with a real walloping sales ap- 
peal for all men ... Something that will 
overcome sales resistance and blaze the 
trail to greater volume and profits for you 
in men’s better footwear. 


It’s “STEP-ELATOR 


A new feature construction. . . . A shock-absorbing, foot- 

invigorating comfort foundation that conforms to all styles 

be and types in men’s shoes, creating a new and distinctly 

® E L AT O R wi individual selling appeal far greater than style and price. 
“STEP-ELATOR” will speed up the keys on your cash 

register and make a gale out of the normal breeze of $5.00 
bills dropping into the drawer with a full 40% for you 


in every one. 





Something Real.... 
To Dramatize. .. 


To Talk About .. 


ToS. YES! 


“STEP-ELATOR’ is the real answer to the de- WE SAID “40% FOR YOU!” 


mand of modern Foot Science for a ‘back to 
nature” trend for every style and toe shape that 
permits the natural exercise of foot muscles 
and nerves and stimulates circulation while 
absorbing the breaking down shock of every 
step on hard floors and pavements. It will put 
new life and pep into every foot and harm 
none, 


"A HAPPY LANDING IN EVERY STEP" 


UNITED SHOE MANUFACTURING 
COMPANY frown stor company SAINT LOUIS 


When writing advertisers please mention Boot and Shoe Recorder 


And in addition, the volume you've always wanted in 
better shoes. Get PEDWIN ‘“STEP-ELATOR” shoes for 
your store zow. Don’t wish you had after the agency for 
your trade center is taken. In stock for quick delivery in 
a broad range of up-to-the-minute styles—sports and 


staples. 
... ACT NOW ! 














“Raquel” t « sccest... 
ee Rename of paceme teeinee te pened comes 
ter ementers cemr hs eutee the corms aed 





















TELL A SPRING 


THE public must be rather bored about now with 
shoe advertising that has to do with Winter shoes. 
In February everybody begins to experience a yearn- 
ing for Spring. It’s pretty hard, even with the temper- 
ature around the zero mark, to work up any real en- 
thusiasm about buying a new overcoat, Winter cloth- 
ing or the sort of shoes we’ve all been seeing since 
September. On the other hand, there must be plenty 
of folks who would get quite a thrill out of seeing 
something smart and new, especially if it carries a 
suggestion of Spring. 

Early Spring shoe styles, of course, are on display 
in shoe stores the country over. Enterprising and up- 
to-date retailers have been showing them for several 
weeks. And yet, glancing over the pages of the aver- 
age newspaper one might be pardoned for gathering 
the impression that shoe retailers had entered into a 
conspiracy of silence about this business of Spring 
footwear. There isn’t a lot of shoe advertising at best 
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Typical current newspaper 
ads, some of which feature 
new styles for Spring. More 











ads on page 34. 


SHOE STORY 


Enterprising Merchandisers Stim- 
ulate Sales and Profits by Featur- 
ing Spring Styles Early in Smart 


Newspaper Layouts and Copy 


this month, and most of it is concerned with clearance 
sales and last season’s shoes. 

Old shoes have to be sold, of course, even at a price. 
The good merchant can’t permit them to pile up, form- 
ing a miscellaneous assortment of odds and ends that 
represent an investment of real money and that soon 
may be unsalable at any price. Hence the preoccu- 
pation of the average retailer with clearance promo- 
tion at this season of the year. But the trouble is that 
the public, by this time, is likely to be pretty well 
fed up on clearances. If that is true, if the sale adver- 
tising doesn’t pull them in, in numbers sufficient to 
[TURN TO PAGE 34, PLEASE] 
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“KNOWN AS THE SAFEST” LEATHER COMPANY 
BLACK and COLORED PATENT i NEWARK, NEW JERSEY 
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BBY installing an up-to-date store front, with attrac- 
tive windows, properly lighted, the aggressive shoe 
merchant has taken the first step toward moderniza- 
tion, toward telling the world that he’s in business. 
He has outwitted his faintly lighted competitor, ap- 
pealed to the eye-impression of the potential customer 
—the passerby. In other words, by effectively arrang- 
ing and lighting his show windows, he has insured 
increasing sales. 

Time, effort, and money spent in trimming display 
are entirely lost unless the lighting is of such quality 
and quantity that the show window commands atten- 
tion. This means it should be brighter than the next 
door neighbor’s, that it should be of greater interest 
than the street lights, and outstanding lighting is the 
only weapon to wield against these distracting influ- 
ences. During the day your show windows may merely 
advertise the shop across the street if they are not 
super-lighted—more light eliminates daytime reflec- 
tions. The show window with good lighting becomes 
one of the merchant’s most important advertising 
media; it does more than signs, sparkling sidewalks, 
or a friend’s friend in telling the world he has shoes 
for sale. Light in the show window is the economical, 
effective, dramatic way to advertise. 

Eye impressions are selling impressions . . . the 
fact that 87 per cent of our impressions are through 
the eyes, means that our reactions and decisions to 
buy are directly resultant from the eye impression. 
Obviously the sale of shoes, your shoes, is going to 
be augmented by attractive window displays and effec- 
tive lighting. Without the latter, the power of the 
best trimmed is materially lessened after dark, while 
good lighting enhances the effect of a display. 

From Maurice I. Solomon, display promotion mana- 
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A well lighted store front in which 
sign and window displays serve as 
magnets to attract attention. 


The Important Part That 
Milumination Plays in Sue- 


eessful Retail Promotion 





Brilliant lighting compels the attention of 
street crowds that pass this window and causes 
prospective customers to look at the shoes. 


ger of Adler Shoes, New York, we quote the follow- 
ing: “The stage must be set in a manner so that the 
lighting and background complement the merchan- 
dise. This clearly indicates that to put a few pairs 
of shoes on a window floor will not sell shoes—the 
display is not a merchandising display unless plan- 
ning of the lighting and the arrangement of the trim 
are in harmony with the quality and type of merchan 
dise. Without lights and an attractive trim, the stage 
is not set with an eye to bigger and better show win- 
dows, which mean greater sales. 

“The height of the shoe trim is influenced by the size 
and shape of the window. By keeping it below eye 
level you appeal to the eye in its natural line of vision 
The eye of the passerby is roving as he walks briskl; 
down the street; it ‘takes in’ most everything below 
eye-level unconsciously, and when the attention i- 
arrested the eye naturally desires a closer view. B 

[TURN TO PAGE 58, PLEASE | 
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FEATURE 


SERVICE 
And They’ll Buy Shoes 


WHEN you buy anything you want to know what 
you're going to get out of it. Whether it’s pleasure, 
protection or profit that you expect from your pur- 
chase, you must be pretty well convinced that you’re 
going to get your money’s worth before you plank 
down your dollars. 

As you plan and prepare your Foot Health Week 
promotion program, remember that’s how other folks 
feel when it comes to shoes. To those seeking relief 
from foot ills, the promise of honest, intelligent, under- 
standing service that holds for the reader the hope of 
foot health means much more than a mere statement of 
shoe features. After all, no matter how splendid the 
shoe, it must be intelligently fitted, and there must be 
foot knowledge that assures recognition of ailments 
that require the attention of chiropodist or physician. 
And shoe men who know these things do not believe 
or suggest that shoes are a panacea for all foot ills. 

Certainly you should let people know the features 
that make your shoes so helpful to many people, but for 
your reputation’s sake don’t let “medicine show bally- 
hoo” have any part in your promotion. 

On the other hand—why hide “case histories” in 
memory or record cards? Some may take issue with 
the idea on ethical grounds, but if certain customers 
have found that certain shoes have helped nature to 
restore their feet to healthy, normal functioning, it is 
quite legitimate to say that such cases have been 
helped. 

No pretense should ever be made by a shoe fitter to 
assume the duties of the chiropodist, podiatrist or 


physician. But I have in mind my own experience, 
(which is not being used by the man who deserves to 
use it). 

For fifteen years this man has fitted me so well that 
the only time I ever had any foot trouble was when I 
bought a single pair of shoes elsewhere. The same 
man fitted a friend (who had been unable to find a 
comfortable shoe) so well, that when I walked him 
across Brooklyn Bridge and all the way up to 14th 
Street in Manhattan, immediately after leaving the 
store, his feet were absolutely comfortable. 

References to such specific happenings serve to back 
up your service claims. Shoe advertising is competi- 
tive. Many stores can make similar service claims. 
To substantiate your claims, gives individuality, per- 
sonality and strength to your ads. But always be care- 
ful not to exceed the bounds of probability; leave the 
“incredible but true” to Bob Ripley. 

Now, let’s talk about the promotion program for 
Foot Health Week. 

Whether there’s a cooperative program in your 

[TURN TO PAGE 58, PLEASE] 


FOOT HEALTH WEEK adcertising and 
display should place first emphasis on 
your service—tell folks you do a real 
fitting job and have the shoes to back 


up your understanding 
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A SMOKE IS MOST 
STUER BAC 
WHEN YOU KNOW 
THE BRAND 
OF CIGAR 


Your customer will feel more satisfied 
with his purchase if outsoles are marked 


Kistler—“BENCH BRAND”. 


Brand marks signify that open dealing which inspires con- 
fidence and good feeling. They are a silent appeal to human 
nature and can be just as effective on sole leather as on cigars. 
Thus we recommend that those who sell shoes with 
KISTLER “BENCH BRAND” outsoles, do so with our trade 
mark imprinted on the shanks. 

KISTLER “BENCH BRAND” SOLE LEATHER 
is no ordinary tannage. Daily, nation-wide sales of men’s 
shoes priced for a profit, are helped by it. Some stores feature 
men’s shoes with KISTLER “BENCH BRAND” outsoles ex- 
dave ‘iiatenuroes phn te aang to have the comet ot clusively. Your promptness in showing a line with this popu- 
“BENCH BRAND” LEATHER SOLES. Write us for them. lar brand of sole leather, will have its effect on your spring 
business. 
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THE LAST COMES FIRST 


[CONTINUED FROM PAGE 17] 





as correct fora 7%C. Today, however, 
the distance across the ball may be up- 
ward to 36/8 in. and the heel seat 
25% in. The shoe manufacturer who 
usually works out his own last models 
will not adhere to the last manufac- 
turer’s standards. Rather, he adopts 
his own, which, as an example, may be 
a 1/12 grade for the bottom on A, B, 
and C and 1/16 grade on AAA, AA, 
also for D and E, depending on the 
method he customarily uses for pur- 
poses of uniformity throughout his en- 
tire line of shoes. This is highly tech- 
nical and requires much experience. If 
a 74%4C last were to carry a ball tread 
of 36/8 in. and a girth measure of 
86/8 in., i.e., 74%C 14, that is, 4% width 
full above standard, then the last would 
be an unfavorable fitter. So much 
girth measurement would be taken up 
by the wide tread that the last would 
be quite shallow through the ball and 
waist seam, as well as behind the tip. 
Too frequently lasts of this kind result 
in a “V” wrinkle from the tip to the 
vamp seam. This applies mostly to the 
bal type with little likelihood of this 
happening with the blucher pattern, 
due to the opening and freedom at the 
vamp seam. Sometimes we fool our- 
selves concerning this wide tread. In 
order to adhere to a near standard ball 
measurement, it becomes necessary to 
keep the last shallow and much re- 
ceded on the outside. Too frequently 
this shallowness results in a pressure 
on the side of the little toe, causing an 
abrasion and ultimately a corn. A 
wide tread last may appear comfort- 
able, but in reality is not as comfort- 
able and satisfactory as a narrower 
tread last that is walled good and high 
at the outside from the head of the 
little toe joint slightly beyond the tip 
line. Shoes made on the latter last are 
more apt to remain good-looking old 





shoes for a much longer period than 
the former with the very wide tread 
and shallow thickness. To hold a piece 
of wood to certain measurements, the 
theorem maintains that the wider the 
tread the shallower the wood. And, 
conversely, the narrower the tread the 
thicker the wood. Hence, grading of 
the bottoms adds again to the varying 
fitting qualities and perplexities that 
different lasts in the same size present 
to the shoe-fitter who tries on the vari- 
ous styles on the customers’ feet but 
without the same results. 


Straight. Inflare and Outflare 


We have heard much of the subject 
of straight, inflare and outflare lasts. 
Theoretically Diagram II illustrates 
the idea. This picture rather indicates 
whether or not a straight line down 
through the center of the heel and the 
center of the ball would show if it di- 
vides the foot evenly in half. If it 
does, then it may be termed straight. 
If there is more of the foot to the in- 
side, then, perhaps, we would call it 
inflare. If the major portion is on the 
outside, we would say it is outflare. 
Theoretically, this may be sound with 
the foot in composure. But what of 
the foot in action? What of the indi- 
vidual’s habits of carriage? Posture, to 
the writer’s mind, is a greater deter- 
mining factor than the diagnosis 
through the classification of the foot 
when not in action, and not bearing the 
burden of the bodily weight. The 
classification should be determined on 
the basis of the man’s habit of walk- 
ing—carriage. If he inverts, toes in, 
then, surely, the foot is an inflare. If 
he everts, toes out, then the foot is an 
outflare. If the foot is straight ahead 
with each step, as with the heel-to-toe 
walker, the foot consequently is 


straight. Reference, Diagram I. The 
major consideration is the center of 
gravity in each leg and foot. Where is 
the weight concentrated? On this ba- 
sis one foot might outflare, while the 
other might be straight or inflare. 
Reference, Diagram II. Too little at- 
tention, it appears on the surface, is 
given to carriage to determine what is 
the correct type of last. If the theory 
as above originally indicated be right, 
and the analysis shows the foot as an 
inflare and the carriage is as everted 
or outflared as Charlie Chaplin, then 
the whole foot throws to the outside ‘of 
the shoe, thus forcing the shoe out of 
shape in a brief period of wear, at the 
same time inviting abrasions on the 
outside of the foot, not necessarily due 
to lack of room, rather misplaced 
roominess. The same idea may be ap- 
plied to the “break” or crease of the 
vamp in wearing. An inflare last on a 
man who everts badly will result in a 
decided oblique “break” of the upper 
leather. The same thing holds good on 
a foot that walks invertedly, with an 
outflare shoe. The angle of hinging of 
the toes determines the break of the 
shoe. A straight gait can wear satis- 
factorily any modification of inflare or 
outflare last. 


Cerreetive Phase 


From a corrective point of view, a 
standard line last, one in which the 
Meyer line runs true, and ordinarily 
called inflare, will produce a shoe help- 
ful to the person who walks with ever- 
sion. It will tend to make one walk 
straight or invertedly. The shoe will 
never appear very pretty on the foot, 
any more than the old nature-tread 
models that swung so decidedly to the 
inside. This phase will be more fully 
considered later in connection with 
the relation of lasts and shoes to physi- 
cal habits. 


Arch Elevations 


In late years very little attention b 
the last makers, shoe manufacturers 
and retailers has been given to arch 
elevations of feet, lasts and shoes. As 
the situation now is, the customer must 
adjust himself to the predominating 
styles. The arch elevation the particu 
lar last carries, over which the sho 
has been made, must suffice, notwith 
standing arch elevations of the averag: 
run of consumers are classified as high. 
medium and low. In this age of weak 
arches and pronated feet, the low arch 
last now evident in popular style- 
tends to increase this American evil. 
The arch height in most prevailin: 
vogue shoes must be thought of a: 
quite low, compared with the normalit) 
of the feet. There are many con 
sumers whose arch elevations are me 
dium or high, in which event, due t 
weak and inactive feet, the arch unde 
pressure of body weight finds the leve’ 
of the low arch shoe. As the feet fin 
their level when not strong enough t 

[TURN TO PAGE 42, PLEASE] 
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NATIONAL SHOE 








Business Security Requires Strong 
Retail Association 


Report of Legislative Committee Emphasizes That Only 
Through Organization Can Merchants Register T heir View- 
points and Protect Their Interests Against Adverse Laws 


*6T HERE has never been a time when associations were 


as important as they are today,” said A. H. Geuting of Phila- 
delphia, in presenting the report of the Legislative Committee 
of the National Shoe Retailers Association, of which he was 
chairman, at the recent meeting of the association in Chicago. 
“Associations,” the report continued, “are the liaison between 
a particular industry and the Government. Individuals mean 
nothing in Washington. We must band together and cooper- 
ate if we wish to protect our liberties and our freedom. 

“Jefferson said: ‘Eternal vigilance is the price of liberty.’ 
What body of men in the United States can you select that 
has a better understanding of the mass or a closer touch 
with the consumer than the average retailer? Then such a 
body should not be ignored, and will not be ignored if it is 
properly organized, and herein lies your security. It is high 
time, therefore, that the retailers throughout the states sup- 
port their individual associations and present a solid front 
in the nation so that they can better express the rights of the 
people of this country in legislative halls and protect them 
from the greed that is a part of human nature itself. 

“Our industry is composed of tanning, manufacturing and 
retailing. Yet manufacturers assumed they were the industry 
and sold themselves to Washington as such. Many other 
manufacturing concerns have done likewise and thus have 
treated retailing with too little consideration. Every code that 
was written expressed this to a great degree, and yet with- 
out good sound retail organizations to introduce the products 
into use, the business of this country would be lessened, for 
the retailer is at the neck of the bottle. As retailing pro- 
gresses and is successful, so will manufacturing likewise be 
successful, 

“The future presents a constantly increasing interest on 
the part of the Government to regulate all industry, which 
often springs from the advice of the weaker sisters of the 
industry. These bills will directly affect your business. They 
are such bills as price fixing, the tagging of merchandise, 
adding as well a retail sales tax to the burden of the retailer. 





Licensing is also being discussed. We must be prepared to 
fight against these tendencies. Indifference is a great sin and 
creates a great deal of trouble. Let’s be on the alert to keep 
our doors locked before the horse is stolen, rather than after, 
as is usually the case. 

“These matters cannot be successfully opposed by one as- 
sociation. It requires the concerted action of all retail asso- 
ciations that are affected by these laws. We are the con- 
sumers’ best friends. We are their closest allies. It is our 
business to protect their interests, and there is no evidence 
that manufacturers would treat the consumer as favorably as 
has the retailer, who is in such close and intimate contact.” 

Much of the report of the Legislative Committee had to do 
with experience in compliance with the code and the con- 
clusions drawn from that experience with regard to Govern- 
ment regulation of business in general. 

“I entered into the spirit of NRA with a great deal of hope- 
fulness,” said Mr. Geuting, “believing that rules and regula- 
tions might be set up for business, similar to those that regu- 
late such sports as golf, baseball, football, etc. We were soon 
disillusioned about this, because in one case you have a sport 
and in the other case your very life, your business, your 
being is at stake. 

“This is an example and a warning to every member of 
this board and the industry as a whole not to trust Govern- 
ment to enter into the regulation of the details of your busi- 
ness. The more I see of Government, the less I think of it. 
It is ideal in its preachment but tyrannical in effect. It is 
plausible in its advocacy and incompetent in practice. It talks 
economical policies but is most extravagant in its execu- 
TORS 5.6:6 

“Time does not permit me to report in detail all of the 
activities, the wrangling, the cross-fire, the arguments, t!ie 
committee work, the laborious tasks we had to accomplish. 
It has all been cancelled by the decision of the Supreme 
Court of the United States, and so in November, after dis- 
pensing our balance which we had collected to enforce the 
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Retail code, amounting to a considerable sum, in a legal 
manner as an incorporated body, we buried the National Re- 
tail Code Authority for eternal rest, and all the hopes we 
had for the Eagle, which represented it, passed out of our 
consideration, and every member that sat on that Code Au- 
thority was glad we had a Constitution. 

“It is so easy to be talked into ideas by a plausible orator 
who presents his case with force and logic. But let me advise 
you, from this experience, to respect your Constitution which 
protects us all from governmental tyranny.” 


Ask Primary Consideration 
for Retailing 


AT the 25th annual meeting of the National Shoe Retailers’ 
Association, held at the Palmer House in Chicago Jan. 6, a 
number of important resolutions were adopted by the asso- 
ciation. One of these resolutions commended the Chamber 
of Commerce of the United States for its valuable services 
to business in general and recommended that inasmuch as 
distribution of merchandise through retailers in direct con- 
tact with the consumer is of the greatest concern to the pro- 
ducer, the Chamber of Commerce should give primary con- 
sideration to retailing. 


Among the other resolutions adopted was one on the pass- 
ing of the late Leonard Volk, as follows: 


“Resolved that the board of directors and officers of the National 
Shoe Retailers’ Association deeply regret the loss of Mr. Leonard 
Volk, who was called to his Maker. Mr. Volk was an exemplary 
shoe merchant, known throughout the United States for his in- 
tegrity and the ethical conduct of his business—a pioneer in Dal- 
las, Tex.—and as such laid a foundation of the highest type that 
met with the approval of the highest type merchants of this country. 

“Resolved that we extend our deepest sympathy to his son, 
Harold, a member of our Board, and to his entire family. 

“Be it Further Resolved that these resolutions be emblazoned 
in a proper manner and forwarded to the family of the late 
Leonard Volk.” 


The following resolution was also adopted: 


“Resolved that the board of directors and the officers of the 
National Shoe Retailers’ Association extend to the Boot and Shoe 
Recorder their gratitude for the splendid service that was ren- 
dered to the National Shoe Retailers’ Association in extending 
to us a double page of its valued paper to promote and assist in 
the noble work of the National Shoe Retailers’ Association, to 
benefit and help the shoe retailers of the United States. 

“Resolved that this helpfulness to the officers of the Associ- 
ation be hereby commended, and recommended to the notice of 
all retailers throughout the land. 

“Be it Further Resolved that these resolutions be emblazoned 
and forwarded to the Management, and the Editorial Staff of the 
Boot and Shoe Recorder.” 





Join the N.S.R.A. NOW. Keep posted on what the N.S.R.A. is doing for its members and what is going on in the shoe 
industry. Get the N.S.R.A. reports issued regularly to members of the association. These reports keep retailers up-to- 
date and on their toes. Association membership helps you become a bigger and better merchant. No matter how good 
you are, no matter how big you are and no matter how small you are, the valuable information and assistance that will 
come to you from headquarters if you are an N.S.R.A. member will more than pay the cost of your membership. It is 
only $5.00. Why not sign the application and go along with the live ones? 





Firm Name 
Voting Member 
Street Address 





APPLICATION FOR MEMBERSHIP 
National Shoe Retailers Association 


274 MADISON AVENUE, NEW YORK CITY 


|/we apply for membership in the NATIONAL SHOE RETAILERS ASSOCIATION. 


Dues payable in advance $5.00 annually, plus $2.00 for each additional store operated in the same or other 
cities. 








The matters discussed on these pages are solely the expression of the National Shoe Retailers Association. 
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VALKYRIE NO. 1°, first of a series, 
presented fn black suede or in terra 
cotta baby calf. Hand sewn, exclusive 
with Saks Fifth Avenue. 145° 


® Design Pateat applied for 








SAKS FIFTH AVENUE 
tiXodannt 
THE NEW WALLED LAST “VALKYRIE” 


Forerunner of a whole new mode in shoes. So new the fashion magazines 
will first speak of it next month. So unusual you will blink when you see it. 
. 


A wall is buile up around the whole front of the toe and over this the 
sthooth fine leather lies flat as a plateau with abrupt edges. From this flat 
toe, beautifully shaped and seamless, the leather sweeps up into a scalloped 
throat high over the instep. The heel is small and (using the shoemakers’ 
odd jargon) of the new 14/8 height which leading style authorities are 
going to urge you to wear this spring. 


ou 


( A Note the 14/8 inch heel 


Rote the seamless, 
modelled 


Note the built-up wall 








Introducing an innovation in women's shoe lasts, this interest- 
ing ad told a new style story in New York papers of Sunday, 
February 2. 


justify the expenditure, then it might 
be better to try another angle of ap- 
proach. Why not devote some real 
advertising effort to the new styles 


you have in stock and try and increase . 


your volume on early Spring footwear 
sufficiently to enable you to take what- 
ever markdowns may be necessary on 
the remaining leftovers? 

Today’s public responds best to the 
sort of promotion that is based on an 
idea, new, daring and different. The 
store that is smart enough to show new 
shoes when other stores are showing 
sale goods, has a first-class chance of 
getting in a lot of people who are ready 
for something different. In the women’s 
shoe business, especially, we must bear 
in mind that today’s customers buy 
shoes, not only because they need them 
but because they want a change, some- 
thing different to wear with a particu- 
lar costume or to grace some important 
occasion. You can show them new 
shoes at a profit while you are closing 
out the old stock at clearance prices 
if you plan your advertising and pro- 
motion with that objective in view. 

Far-sighted retailers are now ad- 
vertising Spring shoes, even in north- 
ern cities, to increase their volume 
through the promotion of new styles. 
For example, I. Miller & Sons fea- 
ture British tan in New York as a 
“new, sensational color for Spring.” 


The ad asserts that “Spring fashion 
gospel prescribes accessories in bright 
contrast to your costumes. That’s why 
British tan is your sartorial salvation. 
British tan is a color which has mood 
and mettle. British tan has a rakish 
flavor ... it’s warm. . . it’s alive. 
British tan gives to an entire costume 
new impetus . new esprit . 

when contrasted with gray .. . the 
new blues . . . beige . .. and yes, 
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TIME TO TELL A SPRING SHOE STORY 





black, too. It lifts the doldrums right 
out of dark brown clothes as well. Just 
imagine.” 

“Dynamic ring lizards are tops,” 
proclaims Hahn of Washington, D. C., 
“in the mode of the moment that fore- 
casts Spring .. . genuine gray ring 
lizards in square toe styles . . . and 
russet-trimmed beige Calcutta lizard 

. so temptingly priced too! $6.95.” 

“Direct from the National Shoe 
Style Show,” announces Gus Mayer 
Co., Ltd., of New Orleans, “we bring 
you these views of the news. The 
British influence in sports fashions is 
strikingly portrayed in the new ‘Sport- 
view’ models created by Reed. They 
bring a refreshing opportunity to get 
away from the blacks and dark browns 
of Winter and let your fancy roam 
among the soft grays, the blues, the 
saddle browns and the whites of Spring 
styles.” 

Stone Shoe Co. of Cleveland pyro- 
motes Buckos in a striking advertise- 
ment in which they claim that “Stone's 
were first to sponsor this sensational 
walking and sport shoe leather in 
1935. . It is our prediction that 
the demand this year will create a 
scarcity of genuine Buckos, and we 
therefore urge that you see them 
early.” 

“Fashion on the square” is the cap- 
tion of a smart ad by B. Siegel Co. 
which says in part: “Square toes and 
a squared heel on the newest shoes 

. . try them and see how tiny and 
shapely your foot will look! Sketched, 
a bow pump in black patent, luggage 
tan or blue leather, or in luggage tan 
combined with bisque buck. $7.75.” 

“The Cadets have captured the 
town,” say Washer Bros., Fort Worth, 
in an ad featuring a smart new Spring 
pattern with button strap. “Not that 
we’re surprised. It’s a hard-hearted 

[TURN TO PAGE 40, PLEASE] 








the PLATOE” 


for the first time 


a three-dimensional vamp 


For you who love round-toes because they make your 
Avery chic, 





equamarines* 7 | beer 
and rhinestones 


‘You've read about st in Vogue—the sudden 


the illusion of small suze even farther. An effect of fore 
shortening accomplished by a new boxing — totally dif- 
ferent from any shoes you've ever owned. Due for a 
tremendous vogue because #¢ # unusually comfortable 
3 well a5 smart. The Plaroe®—lacest enchususm of 
the Shoe Salon that has launched many great successes. 


us 





‘The braceler sketched, $0.00 saw Room 
Pencil 





OUR FAMOUS SHOE SALON=SECOND FLOOR 


BONWIT TELLER 





fig US moe 








Another February 2 advertisement (New York Times) that reflects the decided 
fashion interest in lasts this season. 
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Spring Styles in Los Angeles 





White and Navy Featured in the Early Selling by Smart Shops on 
the West Coast 


Los ANGELES, CALIF.—Splashes of 
white have appeared in practically all 
Los Angeles shoe store and shoe de- 
partment windows. 

Bullock’s Collegienne shop, among 
the first to go white, presented quite 
early in January a navy gabardine tie 
with a white suede trim. The white 
involves the heel covering, tip and 
fox, and lace stay. This is a short 
vamp model, two-eyelet. Companion 
numbers without white are a belted 
oxford gabardine with navy calf trim 
and a navy gabardine high strap with 
blue calf trim. These two latter num- 
bers are also short vamp, the former 
showing trim on heel, fox, and tip, 
and the latter on heel, strap and tip. 

The Broadway-Hollywood is showing 
among others a very trim, chic, resort 
pump in white buck. The relief from 
severe plainness is accomplished by 
perforated edging. 

Wetherby-Kayser in several stores 
opened the season with a drive on 
white with navy and white with calf 
both in sport tie and sport sandal 
models. One plain white in fabric, 
4-eyelet street oxford, decorated only 
with a tracing of stitched designs, has 
to date proved popular. 

I. Miller, promoting gabardines in 
black, blue and in rust, show this 
material combined interestingly with 
glistening patent trim as well as with 
baby calf. The broad-strap predomi- 
nates and gabardine is presented as 
a perfect “double season” material, 
early Spring as well as Spring proper. 

J. W. Robinson Company is ac- 
centuating gabardine also as one of the 
most important shoe materials, and 
placing immediate accent on patent 
combined with the dull cord of the 
gabardine. 

The main shoe salon at Bullock’s is 
much abuzz about a slashed vamp, nine 
daring slashes. This number is shown 
in white buck, gray suede and in lug- 
gage tan suede. 

Paul Jesberg in his Walk-Over 
Store shows white patent with con- 
trasting stitching, the stitching pur- 
posely designed to imitate a spider’s 
web. This same number is also shown 
in black and in blue patent. The T- 
strap sandal with cut-out sides leads 
in interest. 

Going back to Wetherby-Kayser 
stores, we find the buyer with an eye 
peeled for Santa Anita, making sev- 
eral unique presentations. Chief among 
these outdoor aristocrats are the mili- 
tary step-in and the loafer. The mili- 
tary number is built extremely high 
in front, practically as high as an old- 
fashioned high shoe, and carries white 
contrasting lacing nine-eyelets from 
top to bottom. This number comes in 


black patent or in blue kid. The heel 
is truly military. The loafer is a 
true-type monk strap in brown, blue, 
or navy bucko. 


Opens Exclusive Shop 
in Huntington Hotel 


PASADENA, CaLir.—Fred T. Hug- 
gins, founder of the Huggins’ exclu- 
sive shoe shops in Pasadena and Los 
Angeles, is in charge personally of 
the new, small exclusive shop, opened 
at the beginning of the Santa Anita 
racing season, at the Huntington Ho- 
tel, world renowned resort hotel in 
this city. This is one of the hotels 
where the wealth of America gathers 
to spend its Winters. 

The new shop, although small, is 
richly furnished and samples of a 
very large and exclusive stock are 
maintained there. Sport types natu- 
rally are given preference. Mr. Hug- 
gins states that business has started 
out so briskly: that the shop no doubt 
will be maintained permanently. It 
opens off the lobby and is one of sev- 
eral exclusive shops in the hotel, but 
is the only shoe shop there. 

Mr. Huggins had retired, but found 
time hanging heavily on his hands. He 
states he is glad to be back in the 
game. The fine Huggins shop in down- 
town Pasadena is under the direct 
management of Ted Huggins, a son, 
and the shop on Wilshire Boulevard 
is now presided over by Bob Huggins, 
another son. 


Weyenberg Security Holders 
Get Debenture Offer 


MILWAUKEE, WIs.—Holders of the 
7 per cent cumulative preferred stocks 
and of the 7 per cent gold notes, due 
June 15, 1937, of the Weyenberg Shoe 
Manufacturing Co., Milwaukee, re- 
ceived letters from the company Jan. 28 
advising them of the opportunity of 
exchanging their securities for a new 
issue of 4% per cent 10-year con- 
vertible debentures. 

Earnings of the company for the 
first 10 months of 1935 totaled $260,- 
000, against $120,000 for all of 1934, 
$191,000 for 1933 and a loss of $119,- 
000 and a loss of $280,000 in 1932 
and 1931 respectively. The company’s 
full year earnings for 1929 amounted 
to $328,000. 

The total amount of both of the 
old issues now outstanding is $1,049,- 
000, while the new issue will amount 
to $1,050,000. The report shows that 
the interest charges on the outstand- 
ing 7 per cent gold notes amounted 
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to $43,000 for the first 10 months of 
1935; dividend requirements on the 
preferred for the same period was 
$18,000, making a total of $61,000. 
Giving effect to the proposed change, 
the interest charge for the 10 months 
would be $39,000, or a saving of 
$22,000. 


Directors Elected at 
Annual Meeting 


RICHMOND, VA.—Directors of the 
Stephen-Putney Shoe Company, manu- 
facturers, were reelected at the recent 
annual meeting of stockholders. 

The directors reelected were A. P. 
Cone, R. W. Williams, P. W. Brandt, 
H. L. Threadcraft, A. H. Felthaus, C. 
A. Bain, B. Frank Dew, E. E. Wilson, 
W. H. P. Leigh and Harry C. Martin. 

The directors reelected the officers, 
who are A. P. Cone, president; R. W. 
Williams and P. W. Brandt, vice-pres- 
idents; H. L. Threadcraft, secretary, 
and A. H. Felthaus, treasurer. 

The stockholders heard reports that 
the company again had a successful 
year, and that dividend checks would 
be mailed out soon. 

The company, founded in 1817 by 
Samuel Putney, is now celebrating its. 
119th anniversary and for more than 
a century had played an important 
part in Richmond’s industrial activi- 
ties. 

Marked progress has been made dur- 
ing the past decade, the stockholders 
were told in reports from the officers, 
and throughout the depression the 
dividend record has been maintained 
without curtailing forces or without 
cutting salaries. 


Close Eight Welfare Outlets 


BuFFALO, N. Y.—The City of Buffalo 
will discontinue, on Feb. 15, eight out 
of the twelve outlets for distribution of 
shoes to the welfare clients. The orig- 
inal intention of the city was to dis- 
continue these eight stores on Feb. 1, 
but through a hard fight made by Busi- 
ness Manager Deters the time was 
extended for two weeks. The stores 
that will continue to distribute the shoes 
are: the Manning, Meyers, Katzman 
and A. C. Smith and Son stores. 

Last year, all of the stores handling 
the distribution of these shoes were 
continued until May 15, and the earlier 
closing this year is said to be due to 
a desire to economize. The stores have 
been distributing shoes to the welfare 
clients at the rate of approximately $30,- 
000 a month but this amount had grad- 
ually dwindled until, it is estimated 
today, that only about $10,000 a month 
will be distributed through the four 
stores remaining. 

Last year the Government contribut- 
ed 60 per cent of the cost of these shoes; 
the state 25 per cent and the city 15 
per cent. Now, the state is contributing 
40 per cent and 60 per cent of the load 
falls on the city. 
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Powerful National Advertising Is 
Hammering Home the Story of This 
Sensational Shoe to Your Market... 
to Your Community ...to Your Customers! 


x STEP is no shrinking violet when it comes 
to telling the women of America about 





this amazing style shoe that turns hard sidewalks 
into soft carpets. 


Air Step is not hiding its light under a bushel! 
Five leading women’s magazines, carrying over 
28,000,000 sales-stimulating messages, are whetting 


curiosity about the shoes with the “Magic Sole”. 


American women have been waiting for just such 
a shoe! Air Step is telling them .. . dealers 
selling them. A Brown Shoe Representative will 
gladly present to you the convincing evidence 
that this line is fast becoming the most valuable 
shoe franchise for retailers. Write or wire... 


no obligation. 





When writing advertisers please mention Boot and Shoe Recorder 
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Your Customers 


will be watching the news- 
papers in your city for the 
name of the store that fea- 
tures the “Shoe with the 
Shock-Absorbing Sole”. 
“Guaranteed as Advertised 
in Good Housekeeping”. 
“America’s most Modern 
Shoe”. 
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When writing advertisers please mention Boot and Shoe Recorder 
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Northwestern Shoe Men Meet Succeeds as Shoe Merchant 





H. A. Halseth of Sioux City Elected President at Convention 
of Regional Association in Minneapolis 


MINNEAPOLIS.—With more than 100 
lines of shoes on display and 250 buy- 
ers registered, the Northwestern Shoe 
Retailers Association held a successful 
convention and style show at the Hotel 
Radisson here on Monday and Tuesday 
of this week. Severe weather which 
has prevailed here recently apparently 
did not discourage the shoe men from 
the various States comprising this 
strong regional association from jour- 
neying to their annual meeting, eager 
to learn what is in store for the im- 
mediate future. 

The convention sessions, consisting 
of noonday luncheons and executive 
meetings developed many interesting 
and helpful discussions which will be 
reviewed in next week’s issue of the 
RecorperR. H. A. Halseth of Sioux 
City, Ia., was elected president of the 
association for the coming year and 
H. S. McIntyre of Minneapolis, who 
has served the association long and 
faithfully in the important capacity of 
secretary and treasurer, was reelected 
to that office. 

L. L. Wood presided at the opening 
sessions in the capacity of acting presi- 
dent, and Jeff Larsen, president of the 
Northwest Shoe Travelers Association, 
took an active part in Tuesday’s ses- 
son, the general topic of which was 
“Cooperation in Independent Shoe Mer- 
chandising.” The report of the Rubber 
Footwear Grievance Committee, ap- 
pointed last year, was another impor- 
tant item on Tuesday’s program. 

The convention closed with the an- 





L. L. WOOD 


Presided at Well-Attended Meeting of 
Regional Association in Minneapolis 


nual dinner and ball, held in the Flame 
Room of the Hotel Radisson on Tues- 
day evening. The Northwestern Shoe 
Retailers Convention was held simul- 
taneously with the semi-annual Fashion 
Show of the Twin Cities Apparel In- 
dustries and the Twin Cities Market 
Week, so Minneapolis was filled with 
representatives of the apparel and shoe 
trades during the first half of this week. 





Bright Colors Says Huggins 


PASADENA, CALIF.—“In our early 
stuff,’ says Ted Huggins, buyer for 
the Huggins’ shops here, “bright colors 
have been my bright idea! We are 
already getting a big play on rust, 
dubonnet, red alligator, green alliga- 
tor, and both red and green Morocco. 
Spice is the thing and money seems 
plentiful!” 

In cocktail sandals, raspberry red 
linen is being shown and is making 
a hit. The new ladder design sandal 
is proving popular and is shown in 
blue gabardine, white gabardine and 
to a certain extent in black patent. 

Bombay tan in square toe and square 
heel numbers are going over will in 
street shoes for use with strictly 
tailored outfits. 

T-strap sandals in the new nubb 
cloth are being shown in a large as- 


‘sortment of pastel shades and are 


stressed especially for use with print 
dresses in early afternoon. 

For the races Huggins’ is selling 
a nice volume of spectator pumps in 
white buck with navy blue trim and 
with tan trim. Huggins sticks to calf 


for trim in each of these numbers, as 
he feels such shoes should be non- 
scuff, 

White pumps in buck are going well 
for semi-sport wear when provided 
with colorful bows, the average pur- 
chaser taking several different colors 
in bows to match different costumes. 





Will Take Larger Store 


CLEVELAND, OHIO—The French, 
Shriner & Urner Co. will move from 
its present location at 1935 East 9th 
Street to a new and larger store at 745 
Euclid Avenue about March 1. The 
new Cleveland store will be one of the 
most modern in this territory and will 
be completely air conditioned. The 
store is managed by Archie W. Laetsch. 





Shoe Company Incorporated 


FRANKFORT, Ky.—The Purdy-Chism 
Shoe Company, capitalized at $10,000, 
was granted a charter today by Charles 
D. Arnett, Secretary of State. Incor- 
porators were Charles E. Purdy, Mil- 
ford Purdy, and Harold R. Chism. 


NEw ORLEANS— 
Joseph k. Burke 
is one of the 
younger generation 
of successful shoe 
merchants in New 
Orleans. On Dec. 
5, 1925, Mr. Burke 
opened a_ retail 
shoe store at 1503 
Elysian Fields 
Avenue, where he 
is to this day. He 
is well known in 
the Old Third Dis- 
trict, and has a 
large clientele of customers. 

Mr. Burke began his shoe career as 
a stock boy in the Imperial Shoe Store. 
After a good training there, he worked 
for the Maison Blanche, in their shoe 
department, also the Hanover Shoe 
Store. His last place of employment 
as a salesman was with the A. P. 
Schiro Shoe Store. 





Joseph E. Burke 





Ball-Band Sales Meetings 


MisHAWAKA, IND.—Having enjoyed 
one of the best rubber footwear sea- 
sons in several years, salesmen for the 
Mishawaka Rubber & Woolen Mfg. Co. 
gathered in regional sales meetings last 
week to study the 1936 Ball-Band line 
in preparation for the annual Spring 
Trip to take advance orders for the 
1936-37 season. 

Meetings were held in Ogden, Des 
Moines, Chicago, Knoxville, Cincinnati 
and Pittsburgh and salesmen for the 
New England States and greater New 
York met in Brattleboro, Vermont, in 
the offices of Dunham Brothers Com- 
pany, Eastern Distributors for Ball- 
Band footwear. Executives of the com- 
pany in charge of the meetings were 
E. J. W. Fink, president and general 
manager; V. F. Ludwig, manager of 
sales; C. E. Clark and G. D. Babcock, 
assistant manager of sales. 

Many things point towards a very 
successful trip for the 163 Ball-Band 
salesmen this Spring. Weather has 
been favorable so that dealers’ stocks 
are low. New styles have been devel- 
oped that will stimulate consumer de- 
mand. The growing demand for high 
quality merchandise ‘seems certain to 
continue. The line comprises a com- 
plete assortment of style and service 
rubber footwear. 





|. Miller Shop Reopens 


MIAMI, FLA. — I. Miller and Sons, 
Inc., located at 815 Lincoln Road, 
Miami Beach, featuring footwear for 
women, has reopened for the store’s 
fourth season. George Bartels is man- 
ager of the store and with him are 
David Joseph from the Thirty-fourth 
Street store, New York City, and Wil- 
liam Y. Jones from the Atlanta store. 

A new I. Miller shop at 319 North 
Avenue in Palm Beach is to be man- 
aged by Dave Hirsch. 
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Any good merchant knows that he must 

carry the kind of merchandise that people 
demand or they will go elsewhere to do their buy- 
ing. He must follow the trend. But it’s just as impor- 
tant that the store itself be kept as up-to-date as 
the merchandise. 


The trend is toward modern, colorful and well 
lighted stores, with an atmosphere that dramatizes 
the merchandise, shows it to best advantage and 


makes sales easier. An old-fashioned, colorless 


and uninteresting store is a decided and needless 
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handicap to successful and profitable operation. 


Following the trend means following the leaders. 
And it is significant to note the great number of the 
country’s successful stores that employ the services 
of this organization in the all important matters of 
their store layout and equipment. 


Wherever your store is located, no matter whether 
your requirements are large or small, we are pre- 
pared to serve you. 


Write us today. The coupon is for your convenience. 





MAIL THIS COUPON TODAY 





Please send us further information on your 
Store Planning Service and Equipment. 
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the cold shoulder many times. I feel 
strongly that that day has passed, and 
that he has come into his rightful 


place.” 
* * & 


Some of the other high spots of Mr. 
Collins’ address follow: 

“There is only one way to improve 
net profits in 1936—by increased vol- 
ume. I am dogmatic about this because 
I know that we can expect no further 
decreases in expenses and no further 
increases in gross profit. With these 
factors eliminated, there can be no im- 
provement in net profits except through 
an improvement in sales volume.” 


* * * 


“How will concerns proceed about 
this problem of increasing volume? I 
know the method most stores will pur- 
sue. It’s a very safe one. It involves 
few risks. They won’t do anything. 
Their owners will park their well- 
tailored posteriors in their chairs, 
watch their expenses, give Monday 
morning lectures about improving 
markup, refuse to sign reasonable 
markdowns, and will potter along with 
what I call ‘run of the mind’ promo- 
tions. 

“And I suppose this method is all 
right for those store owners who are 
willing to be “standpatters” and are 
perfectly well satisfied with a safe 
mediocrity. They can even anticipate 
a little improvement because the least 
sanguine forecasts lead us to believe 
that there will probably be an increased 
spending in retail stores during the 
coming year of about a billion and a 
half dollars. That’s a 5 per cent gain. 

“So your nice conservative puttering 
fellow will, without undue tax upon his 
nervous system, get a little of this in- 
crease, and may improve his annual net 
profit by a few thousand dollars. May- 
be he will increase his life span this 
way. And if that’s his philosophy of 
doing business, it’s quite all right with 
me. 

“But there is a decidedly different 
kind of store owner who will decide 
to wade in with both feet and get far 
more than his normal share of the 
increased business. There have always 
been one or two such merchants in 
every city. 

“I am only hoping there will be a 
few more during this coming year be- 
cause they will set a faster pace for 
all the rest of the stores. And I be- 
lieve that these store owners who wish 
to get a disproportionate amount of the 
increased profitable business will rely 
very heavily upon their sales promo- 
tion departments in the year 1936.” 


* * * 
“Sales promotion men have learned 
that price, and a comparative price 


when it can be used, is the most ex- 
citing piece of news about any article 





of merchandise. A woman must first 
of all know whether she can fit a de- 
sired purchase into her budget. There 
is no use glossing over this fact. And 
she must also know if she is getting 
something a little cheaper than usual. 

“Hundreds of speeches will be made 
this year about the sin of comparative 
prices. And thousands of advertise- 
ments run by the speech-makers will 
give the lie to their arguments. For 
comparative prices are potent. Used 
with common sense and a scrupulous 
regard for trade practices, they should 
remain in advertising.” 

* * #* 

“I think most sales promotion men 
have realized that dramatic increases 
in volume will depend in part upon a 
liberal extension of credit facilities. 

“They came to know through the 
worst of the depression that most peo- 
ple are either essentially honest, or 
essentially afraid to be dishonest, and 
that credit losses during the severest 
financial panic in our history were 
relatively insignificant. 
realized — as good publicity people 
should—that money burns a hole in 
most people’s pockets, so that when 
there are no specific obligations against 
a pay envelope the amount will be dis- 
sipated in all sorts of small purchases 
and for all types of passing amuse- 
ments. 

“From the broad point of view of the 
country at large, I suppose it doesn’t 
matter where people spend their money, 
so long as they spend it. But we are not 
in business for the purpose of stimulat- 
ing the sales of moving picture houses, 
and chewing gum vending machines and 
the corner grocery store and the soda 
fountain at the drug dispensary. 

“The owners of those businesses are 
out to get all the business they can get, 
and it’s our job to convince the mass 
of people that those purchases which 
run into large figures should be con- 
tracted for at our stores through some 
type of credit arrangement. And you 
can mark my word that if you do not 
seek that business, the automotive in- 
dustry will and the country will find 
itself heavily mortgaged to the makers 
of cars, leaving us to take what is left.” 





Time to Tell a Spring 
Shoe Story 


[CONTINUED FROM PAGE 34] 


woman who could resist the subtle 
flattery of these charmers from New 
York. Paris-cut their collars high, put 
that mock-military twist to their 
tongues, taught them to make every 
woman feel attractive. Watch them 
when you go shopping, lunching, bridg- 
ing—where you see the _ smartest 
women, you'll see the Cadets at their 


They have. 
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feet.” This style is featured by Washer 
Bros. in square toe and high heel in 
black patent, blue gabardine and 
chamois suede and with round toe and 
medium heel in gray gabardine, British 
tan calf and black calf. 

Saks Fifth Avenue, New York, in- 
troduces “The New Walled Last ‘Val- 
kyrie’,” and an ad in Sunday’s papers 
(February 2) says of it: “Forerunner 
of a whole new mode in shoes. So new 
the fashion magazines will first speak 
of it next month. So unusual you will 
blink when you see it. A wall is built 
up around the whole front of the 
toe and over this the smooth fine leather 
lies flat as a plateau with abrupt edges. 
From this flat toe, beautifully shaped 
and seamless, the leather sweeps up 
into a scalloped throat high over the 
instep. The heel is small and (using 
the shoemakers’ odd jargon) of the 
new 14/8 height which leading style 
authorities are going to urge you to 
wear this Spring. Valkyrie No. | 
(Design patent applied for), first of 
a series, is presented in black suede 
or in terra cotta baby calf. Hand sewn, 
exclusive with Saks Fifth Avenue, 
14.50.” 

And Bonwit Teller, another Fifth 
Avenue store, proclaims simultaneous- 
ly “the PLATOE (Reg. U. S. Pat. 
Office) for the first time a_three- 
dimensional vamp. The ad describes 
this shoe as follows: “For you who 
love round toes because they make 
your feet look inches smaller. A very 
chic, new toe that carries the illu- 
sion of small size even further. An 
effect of foreshortening accomplished 
by a new boxing — totally different 
from any shoes you’ve ever owned. 
Due for a tremendous vogue because 
it is unusually comfortable as well as 
smart. The Platoe—latest enthusiasm 
of the Shoe Salon that has launched 
many great successes. In shining pat- 
ent leather. To wear at once with 
Primavera prints, 13.75.” 

These are just a few of the current 
ads that suggest the sort of copy mer- 
chants are using for Spring shoe pro- 
motion. And we expect that retail ad- 
vertising of this character, playing up 
the new styles, will show a steady in- 
crease in volume from now until 
Easter. 


Discusses Store Problems 


DETROIT—The Hack Shoe Company 
has instituted a policy of bi-weekly 
sales meetings, held every second 
Wednesday evening at the store. Class 
discussion of store problems, with ex- 
perience stories from the entire sales 
staff, is a major part of the program. 
Talks are given on shoe fitting by 
Nathan Hack, president of the com- 
pany, and on the anatomy and physi- 
ology of the foot and related work by 
Dr. Morton Hack, chiropodist, in order 
to instruct every member of the organi- 
zation in the knowledge that is essen- 
tial as a background to conscientious 
corrective fitting. 
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THE J. C. PENNEY 
COMPANY 





The J. C. Penney Company, operating 1483 
department stores in every state of the Union, 
needs, at the present time, a number of new men. 
These men should be of a very definite type:— 


— Between 22 and 30 years of age. 


— Thoroughly experienced in actual retail selling ... 
piece goods, men’s, women’s or children’s wearing 
apparel, or shoes. 


— Have a pleasant personality, and get along well with 
men under as well as over them. 


— Havean eye on the future... not the immediate future 
only, but the eventual future of themselves and their 


families. 
— Be in good health—lead a clean life. 


— Be willing to go anywhere they may be sent and to 
dig in and make a place for themselves in that com- 
munity. 

— Be a firm believer in the American ideals of work 

and perseverance as sources of satisfaction as well as 

the means of attaining security. 






IF THIS DESCRIPTION FITS YOU 
WRITE AT ONCE! 







Send us a letter of application stating in full detail 
your complete business history and an account of 
yourself up to the present. Address J. D. Keyes, 
Room 1706, The J. C. Penney Company Inc., 
330 West 34 Street, New York City. 
1483 Men Trained Behind Penney Company 
Counters Are Now Managers of Penney Stores! 


The J. C. Penney Company has nearly 1500 stores, 
each managed by a man who started out as a Penney 
Company salesman. These men rose from the ranks 
because they had what it takes to make a success of 
the retail business. 
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The Last Comes First 


[CONTINUED FROM PAGE 30] 







withstand the weight placed upon them, 

weak arches and flat feet are intensi- 
fied. Fatigue is no mystery when 
one considers the severe strain and 
pull there is on ligaments and muscles, 
along with nerve irritation. There is 
a constant drain as the arch sags until 
it finds the level of the insole. Nor can 
the ankle fit of an oxford, so made, be 
boasted about. The old combination 
lasts, previously mentioned, always 
have a high or medium arch elevation, 
thus permitting a contact of the foot 
with the insole. Added to this, of 
course, is the bracing effect of the 
tightly drawn lacing. But with the 
low arch shoes so plentiful on today’s 
market there is a vacuous space be- 
tween the foot arch and the shoe’s in- 
sole. The foot does not hit until broken 
down to the point where it finds its 
level. In this connection, the metal, 
rubber or leather arch supports are 
made with varying arch elevations to 
make a contact of the foot and the in- 
terior of the shoe. An artificial arch 
elevation is thus created within the 
shoe. The sole purpose of these loose 
appliances is to meet the arch eleva- 
tion of the individual wearer and hold 
it in place, specifically when the foot is 
in action. 

The popular and costly prevalence 
of these appliances is a serious indict- 
ment against and a challenge to the last 
maker, shoe manufacturer and retailer. 
A simple experiment will illustrate the 
essence of this paragraph: Take the 
thumb, forefinger and little finger and 
let the tips gently rest on the table. 
The thumb should represent the weight 
bearing at the heel, the forefinger the 
weight bearing at the inside ball, and 
the little finger the weight bearing at 
the outside ball. The curvature formed 
by the thumb and forefinger consider 
as the inner longitudinal arch eleva- 
tion, and the curvature formed by the 
thumb and little finger the outer lon- 
gitudinal elevation. Apply pressure to 
this figurative foot, that is, bear down 
on this tripod which denotes the weight- 
bearing portions of any ordinary pair 
of feet. As you apply varying degrees 
of pressure, the sharp curves become 
more rounded curves, eventually flat- 
tening out to the limit of the stretch- 
ability of the ligaments controlling the 
fingers. When the greatest amount of 
pressure is applied, how long would you 
like to hold the hand in such a posi- 
tion? Why would you not care to hold 
such a position indefinitely? Natu- 
rally, it is the pull and strains on the 
ligaments and muscles that cause the 
discomfort, long before the fingers 
found the flatness of the table as their 
level. It does not take much thought to 
realize that this very same condition 
exists with myriads of people wearing 
the vogue shoes of today. The body 
becomes a burden to the feet. Is it any 
wonder that the automobile or taxi 
habit has supplanted the natural habit 
of walking? 
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Customer Service Is Keynote 


Str. Louis.—The annual convention of 
the Brown Plan Shoe Store Operators 
from the Middle West and Eastern 
States was held at St. Louis, January 
21 to 23, under the supervision of J. O. 
Moore, director of the Store Plan Divi- 
sion of the Brown Shoe Company. 
About 140 merchants attended. 

Feature shoes, accurate fitting 
knowledge of fitting and service to 
customers’ needs were stressed as the 
best means of getting and holding 
business. Through the medium of the 
“Voice of Experience,” through well 
handled merchandise showings, adver- 
tising and promotional presentations, 
plus dramatic demonstrations and 
playlets, the Brown Plan operators re- 
ceived an inspiring message. In the 
merchandise section of the convention, 
the retailers got careful directions for 
travel on a road that leads to success, 
self-respect and profit. 

Opening with a pre-view that pic- 
tured a crowd of people in front of two 
shoe stores—one a Plan Store the other 
anybody’s chain store—both playing 
price, the “Voice of Experience” pointed 
out that a price policy leads to ruin 
because somebody is always ready to 
make a shoddier shoe and sell it for 
less. 


Special Feature Shoes 


Plan retailers were shown that the 
company’s many special feature shoes 
are the basis on which to build a suc- 
cessful business free from the haz- 
ards of price competition. These spe- 
cial feature shoes make it possible 
to build a reputation for intelligent 
understanding of the customers’ needs. 
They create the opportunity to im- 
press the customer with the merchant’s 
knowledge of fit and the fact that 
there is a difference between merely 
selling shoes and servicing the customer 
with a shoe specially adapted to his 
individual requirements. “Voice of Ex- 
perience” emphasized the fact that 
careful fitting and a thorough knowl- 
edge of the human foot were most 
important in a program of this kind. 
Then the various feature lines of the 
company were paraded before the 
store operators. For example, the broad 
market for the Air-Step Shoe was re- 
vealed by a dramatic display of its 
appeal to women of all ages and of 
many classes. 

The closing scene showed the same two 
shoe stores as the pre-view except that 
now the Plan Retailer no longer fea- 
tured price though his competitor still 
practiced the same tactics. Instead of 
price, the Plan Retailer now featured 
the special shoe. As customers appeared, 
the chain store operator tried to pull 
them in with a hook clearly marked 
“Price,” while the Plan Retailer used 
a “magnet” representing the five fea- 
ture shoes previously exhibited plus 
careful fitting service, plus special 
attention to customers’ individual needs 
in foot service. Few were caught by 
the hook—many by the magnet. 


As the scene progressed, the “Voice 
of Experience” summed up the situa- 
tion in these words: “Now, my friends. 
you have turned the tables. No longer 
need you fight a price with price. You 
have something more to offer. Price is 
nothing but a hook. The man who 
uses it finds himself in competition with 
many more who use it also. He never 
has a customer he can call his own, 
because his prospects are marching up 
and down the street looking for the 
lowest price, the- brightest lure. 
Shoppers only are his portion. 

“But when you use a magnet, the 
magnet of special feature shoes and 
when you add to that a careful fitting 
knowledge of the feet and a real effort 
to give each customer the foot service 
he wants, your magnet holds them to 
your store. These special feature 
shoes give you a back-bone for your 
business which the cut-price store does 
not enjoy. They have a distinction—a 
personality all their own. So price, 
therefore, becomes an incident and not 
the most important factor. Now, make 
your plans. Believe in this—prepare 
and create a business that is your own.” 

W. E. Tarleton, vice-president of the 
Brown Shoe Company, told the dele- 
gates that with the prices of raw ma- 
terials holding firm there is no prospect 
of reducing retail prices during the 
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coming season. J. O. Moore is now on 
the West Coast holding regional store 
plan conventions. 


Foot Health Meetings 


CHICAGO.—Because of repeated re- 
quests from shoe merchants throughout 
the country, several educational ses- 
sions have been scheduled for the next 
few months by The Scholl Mfg. Co., 
Inc. The next one, Feb. 10 to 14 
(both dates inclusive) will be held at 
the Hotel Statler in St. Louis. 

This work of the Scholl Educational 
Division is personally supervised by 
Dr. William M. Scholl. He takes per- 
sonal interest in the curriculum and 
the various details. The class will be 
conducted by Dr. Scholl’s representa- 
tive, Wallace A. Hill, D.C.O., who has 
been educational director for the last 
twenty years. 

Chalk talks, practical demonstra- 
tions, stereopticons and every means 
of imparting information to eager 
shoe dealers will be employed in show- 
ing these dealers how to build a larger 
volume and profit in the sale of shoes, 
how to reduce customer complaints to 
a minimum and how to provide relief 
from foot troubles so that greater 
customer satisfaction may be assured. 

A five-day educational session will 
also be held March 2 to 6, in New York 
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Bookkeeping made so simple that a high- 
scheol boy would have difficulty in making 
errors of entry, if he follows the guide 
written in every-day language. 





COMPARATIVE TRIAL BALANCE yuan « 
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THIS 


WEEK IN THE SHOE 


SATURDAY, FEBRUARY 8, 1936 


TRADE 


NATIONAL NEWS 





Inventory Tax Bill Draws Fire 





Leather Industry and Wholesale Shoe Trade Voice Opposition 
Before Massachusetts Legislative Committee— 


Stone Issues Statement 


Boston, Mass.—Organized by the 
New England Shoe and Leather Asso- 
ciation, strong opposition has mani- 
fested itself to the proposed bill in 
the Massachusetts Legislature to tax 
inventories of non-manufacturing cor- 
porations. Representatives of the 
leather industry and wholesale shoe 
trade appeared before a recent meet- 
ing of the joint committee on taxation, 
and while raising no objection to the 
purpose of the bill (to exempt ma- 
chinery from the tax now imposed 
on it), they most emphatically took 
issue with the proposed substitute. 

Prior to the meeting of the joint 
committee, a brief for the tanning in- 
dustry was prepared by a committee 
of three leather men—J. Schanzle, of 
Howes Bros. Co.; William R. Mar- 
tineau, of Martineau and Biurke, Inc.; 
and E. L. Wyman, manager of the 
United States Leather Company of 
Massachusetts. The wholesale trade 
was represented by Frank B. Master- 
son, of the Hub Shoe Co., who also is 
president of the National Association 
of Shoe Wholesalers. 

“The proposition to tax inventories,” 
says a formal statement by James H. 
Stone, secretary of the New England 
Shoe and Leather Association, “arose 
from the intention to assist manufac- 
turing corporations by relieving them 
from the local tax now paid on ma- 
chinery and subjecting non-manufac- 
turing corporations to the local tax 
on their inventories of merchandise 
as of Jan. 1, next. 

“The tax commissioner of the state 
had ruled that a corporation in the 
cut sole business, for example, was a 
non-manufacturing corporation and 
thus would be subject to the inventory 
tax. All Massachusetts corporations 
are now subject to a tax of $5.00 per 
$1,000 of the corporate excess, so that 
a corporation warehousing leather, or 
engaged in the cut sole business in 
Massachusetts would have his inven- 
tory, as of Jan. 1, 1937, subject to the 
local tax rate, which in the case of 





DATES TO REMEMBER 


Nebraska Shoe Retailers Association, An- 

nual Convention, Grand Island, Neb., 
Feb. 9, 10, 1936 

Middle Atlantic Shoe Retailers Associa- 

tion 22nd Annual Business Meeting and 

Exhibition, Hotel Adelphia, Philadelphia, 
: Feb. 10, 11, 12, 1936 

Leather Opening and Style Conference, 

Waldorf-Astoria, New York 

Mar. 30, 31, 1936 

Spring Meeting Tanners' Council, White 
Sulphur Springs, Va May 7, 8, 1936 





Boston, in 1935, would be $37.00 per 
thousand dollars, resulting in a _ net 
increase in taxes of $32.00 per thou- 
sand on their inventories that corpora- 
tions doing business in Boston would 
pay on the basis of the tax rate last 
year. 

“No objection was made to the propo- 
sition to exempt machinery from tax- 
ation as provided for in the bill, but 
when asked how the loss of revenue 
from this source could be made up, 
it was suggested that inasmuch as the 
loss from taxes on machinery would 
not be more than 1% per cent of the 
cost of government in Massachusetts, 
or approximately $5,200,000, this sum 
might easily be saved by small econ- 
omies by the cities and towns without 
imposing new taxes, and if this were 





Adler Heads South 
New York—Jesse Adler, head of the well 


known group of metropolitan men's shoe stores 
which bears his name, and chairman of the 
Executive Committee of the N.S.R.A., is 
spending three weeks in Hollywood, Fla. 
Besides a needed rest, Mr. Adler plans to get 
a first-hand picture of what the well dressed 
man will wear at work and play this coming 
Summer. 





done relief could be given manufac- 
turers by exempting their machinery 
and there would then be no reason for 
a tax on inventories of corporations.” 


Elmer M. Fischer Elected 
President of W.B. Coon Co. 


ROCHESTER, N. Y.—Elmer M. Fischer, 
vice-president of W. B. Coon Co., Inc., 
Rochester, N. Y., has been advanced to 
the office of president to succeed the 
late John C. Schelter, who died last 
fall as the result of a stroke. 

Mr. Fischer served as general man- 
ager since the death of Wilbur B. Coon, 
one of the founders of the business. 
He received his early shoe training in 
the factory of Utz & Dunn Co., Roch- 
ester, and later was employed in the 
retail shoe store of his uncles, Leck- 
inger Bros. About fifteen years ago, 
he was engaged by Mr. Coon as factory 
complaint man. 

From this beginning Mr. Fischer 
worked his way to the front, becoming 
advertising and sales manager and 
later manager of the business. He is 
a keen merchant and is credited with 
bringing the business safely through 
the depression and with introducing 
merchandising ideas that have led to a 
vast improvement since 1933. Mr. 
Fischer attended the Chicago show and 
afterward contacted the trade in New 
York and other eastern cities. 


Kimmel Co. Celebrates 
65th Anniversary 


FAIRVIEW, Pa. — The Kimmel Shoe 
Company here is celebrating its 65th 
anniversary. . Charles E. Kimmel and 
his son, Edwin L. Kimmel, present 
operators of the store, are direct de- 
scendants of the founders of the busi- 
ness. The son who completed his 
studies in the Business Administration 
Division of the University of Pitts- 
burgh, joined the staff of the Hanan 
Shoe Company in Pittsburgh before be- 
coming his father’s partner here. Scores 
of congratulatory messages have been 
received from prominent men around 
this territory approving the leadership 
the store has held for over half a 
century. 

The Kimmel Shoe Store handles 
many famous brands of footwear. 
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AN DAL STRAPPING | 


NEW AND IN STEP WITH 
FASHION’S STRIDE 


To Manufacturer and Retailer alike, Texoid Sandal 

Strapping presents a fine opportunity to develop additional 
appeal in Sandals. 
New and attractive designs in several color combinations 
are available. A special chemical treatment makes this 
material practically waterproof and gives it outstanding 
durability in wear. Texoid conforms easily to the shape 
of the foot. 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
When writing advertisers please mention Boot and Shoe Recorder 
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How Shoe Men Can Aid Justice 


WILLIAM 


The Federal Bureau of Investigation, 
U. S. Department of Justice want to 
enlist the cooperation of shoe retailers 
throughout the United States in an 
attempt to identify William Mahan. 
(alias William Dainard) who is a fugi- 
tive from justice, by reason of the ac- 
tivities in the kidnaping of George 
Weyerhaeuser several months ago. 

It has been established that Mahan 
wears a size 7% in a ready made shoe 
but that he usually has his shoes made 
to order. It is known that he at one 
time had a pair of high top shoes made 
for which he is supposed to have paid 
the sum of $15.. These particular 
shoes were made with a very narrow 
heel and with a wider last on the ball 


MAHAN 


of the foot. The following is a descrip- 
tion of Mahan: 

Age 32 

Height—5 ft. 10% in. 

Weight—165 lbs. 

Build—regular 

Hair—black 

Eyes—brown 

Has a scar on the left cheek, and 
another scar approximately 2 in. left 
corner of mouth running on angle to 
chin. 

If any information is obtained on 
the whereabout of Mahan, please notify 
the nearest Federal Bureau of Investi- 
gation by collect telephone. Ask your 
long distance operator for the Federal 
Bureau of Investigation Office nearest 
to you. 





New York Production Up 


New York—New York City’s pro- 
duction of fine footwear for women 
in January, 1936, gives promise of be- 
ing eight to ten per cent greater than 
production in January, 1935, accord- 
ing to Morgan Grossman, president 
of the Shoe Manufacturers’ Board of 
Trade. This estimate is based on 
preliminary reports from factories op- 
erated by members of the Board of 
Trade, which association includes by 
far the greater part of the total pro- 
duction of high-grade footwear made 
in New York City. 

“The trend toward fine footwear has 
been evident for some time,” said Mr. 
Grossman today. “Brooklyn produc- 
tion is the business barometer for the 
quality shoe industry, and it has 
pointed upward since about the mid- 
dle of last year. Production figures 
for 1935 reveal this tendency. The 
first six months showed a decline, as 
compared with 1934, exactly propor- 
tional to the decline for the entire 
shoe industry of the nation. But the 
last half of the year reversed the 
picture, showing production about five 
per cent greater than in the corre- 
sponding period of 1934. 

“No clearer indication of business 
recovery could be asked for than the 
return of consumer preference for 
quality merchandise. In the _ shoe 
world, this means increasing demand 
for ‘Brooklyn Shoes.’ The shoe manu- 
facturers of New York have never be- 
lieved that depression standards would 
continue indefinitely; they have main- 
tained their faith in the ultimate 


return to fine footwear. The rising pro- 
duction figures for Brooklyn shoes an- 
nounce that the turn has come, and 
the future of the New York Shoe 
Industry seems assured.” 


New York Shoe Club Meets 


New YorkK—The Shoe Club had its 
first meeting Thursday evening, Jan- 
uary 30, in the Colonial Room of the 
Hotel McAlpin. Many of the boys told 
of interesting experiences in the shoe 
business. Harry Montgomery, well 
known for his stage and radio humor, 
was a guest. Introduction of F. J. 
Murray, newly appointed executive 
secretary, was a feature of the meet- 
ing. 

The Shoe Club has many plans for 
19386 of which an announcement will 
be forthcoming in the near future. 


Represents Carton Firm 


NEw York—Leonard H. Kushins, 
formerly assistant to his father, Harry 
Kushins, eastern sales manager of the 
Blue Ribbon Shoemakers, has been ap- 
pointed representative for Frank C. 
Meyer, shoe carton manufacturers. 


Al Klein Opens Store 


ALTOONA, Pa.— Al Klein opened a 
new shoe store here at 1309% 11th 
Avenue last week. Mr. Klein has been 
here for 19 years serving the shoe 
trade in managerial and salesman 
capacities. His new store will carry 
complete popular-priced lines. 
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PIED PIPER SHOE CO. 


Exclusive Manufacturers of Feature Juvenile Footwear 
for More Than Twenty Years 


Wausau - - - - Wisconsin 


















































BOOT AND SHOE RECORDER, 





ITE 


HEELS 


oI 
do Wot oap 


at the edoes ves 
































































SCREEN — 








Throughout the longer life of the heel, there’s no gapping at the edges 
—no wrenching loose, with Panco Sta-Tites. Their exclusive, patented 
construction makes this possible. 
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Craddock-Terry Makes 
Marked Progress 


LYNCHBURG, VA.—Besides operating 
at a net profit of $133,000 in 1935, the 
Craddock-Terry Company is nearing 
its goal to obtain authority for the 
capital structure readjustment pro- 
posed a year ago, stockholders were in- 
formed at their annual meeting. 

In a formal report to the stockhold- 
ers, President George P. Utley said 
that the shoe manufacturing concern 
progressed satisfactorily last year and 
he sounded a note of optimism with re- 
spect to 1936. 

The stockholders reelected all direct- 
ors and the directors, at a later meet- 
ing, reelected all officers of the com- 
pany. 

President Utley called the attention 
of stockholders to the fact that in the 
two years under the present manage- 
ment, the company’s deficit has been 
reduced $439,172.39. Current assets 
are $2,352,000, or more than fifteen 
times current liabilities. 





Production Shows Increase 


Net sales to customers fell off 5.4 
per cent last year, from nearly seven 
million dollars to a little more than 
$6,600,000, Mr. Utley said, but the 
Craddock- Terry factories increased 
production 173,000 pairs of shoes to 
3,421,596 pairs. Mr. Utley said that a 
demand for lower priced shoes, general 
throughout the trade territory, was 
responsible in part for the loss in 
volume. 

Only 86 preferred stockholders have 
not yet signified their willingness to ac- 
cept the plan. of capital structure re- 
adjustment. The consent of one hun- 
dred per cent of the preferred class 
must be secured before the company 
can proceed but already the required 
66 2/3 per cent of common stockhold- 
ers have accepted the plan. The com- 
pany has assurances from some of the 
86 unsigned preferred holders that they 
will consent. 





Open Wholesale Shoe House 


CLEVELAND, OHIO — Howard Bibow 
and James Srail, connected with the 
George W. Greber Shoe Company for 
the past 21 years, have opened a 
wholesale shoe house under the name, 
Bibow and Srail Shoe Company, at 1276 
West Third Street, Room 217 in the 
Marion Building. They will carry a 
full line of men’s and boy’s shoes and 
men’s house slippers. 





Harbaugh Appointed Buyer 


GREELEY, Cot.—R. L. Harbaugh, man- 
ager of Breetwor’s in Pueblo, Col., for 
the past year and a half, has been ap- 
pointed buyer and manager of the new 
department which was opened in 
Moody’s, Inc., in Greeley, Feb. 3. 

Previous to his work in Breetwor’s, 
Mr. Harbaugh was manager of the 
Harbaugh Shoe Company in Greeley, 
where he was associated with his father. 
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SERVICE 


—) 





The individual and collective experience and 


facilities of these manufacturing units 


are constantly available to the Shoe Industry 


FITZ BROS. CO. 
AUBURN, MAINE 

T. W. GARDINER CO. 
LYNN, MASS. 

UNITED LAST CO. 
BROCKTON, MASS. 

STEWART & POTTER CO. 
BROOKLYN, N. Y. 


THE LAST WORD 


UNITED 


EMPIRE LAST WORKS 
ROCHESTER, N. Y. 
KRENTLER BROS. CO. 
ST. LOUIS, MO. 
KRENTLER BROS. CO. 
MILWAUKEE, WIS. 
UNITED LAST CO., LTD. 
MONTREAL, P. Q. 


UNITED LAST COMPANY 


140 FEDERAL STREET, BOSTON, MASSACHUSETTS 





When writing advertisers please mention Boot and Shoe Recorder 





“‘Mistuh Bones, what am de pus- 
sonal difference between...” 


“Excuse me, er minnit, Brer 
Sambo — Hey, Joe! did you know 
Surpass is tanning Brown and Blue 
as well as Black Glazed hid now !” 


For nearly half a century Surpass BLACK Glazed Kid has 
set a standard of uniformity, quality, and consistent grading 
that has built a tradition we are zealous to maintain. It is 
real news, then, when we are able to release colored Glazed 
Kids with the frank, unequivocal knowledge that they equal 
our BLACK tannages in every way. The colors themselves 
are deep, rich BROWNS and Blues that match current style 
forecasts in a way that the shoe manufacturer and the shoe 
retailer can readily appreciate. With all of the shoe mak- 
ing and shoe "'wearability" qualities of the leather itself, 
these Surpass Colors are bound to add increased salability 
to any line of footwear. 


SURPASS 


BROWN (41) 


BLUE (3) 


as well as BLACK 


%@ Shoe Manufacturer 


®% shoe Retailer 
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Making of Innersoles 


EN the manufacture of flexible leather innersoles, the 
leather in the side or bend, after being sorted is cut into 
strips of various widths, depending upon the size of the 
sole. The strips are either cut into a block pattern on 
the Knox machine or cut out with dies on the beam 
dinker. Most innersole manufacturers produce the 
block pattern as the shape enables them to sell to all 
shoe manufacturers. Also cutting by this method is 
much faster. Regardless of the style or type of shoe, 
the block pattern is large enough to cover most shapes. 
In some of the new arch shoes it is necessary to cut 
soles with a so-called “cookie” on the side. This type 
of sole is generally cut by the shoe manufacturer with 
his own dies from blocks. When a large number of 
shoes are to be made on the same last many shoe manu- 
facturers cut their own innersoles from blocks or sides 
on the beam dinker. This method saves shaping tlie 
innersole on the rounding machine and produces a more 
accurately shaped sole. 

After cutting, the innersoles are graded for weight in 
iron on the grading machine. This machine grades the 
sole at the thinnest part and stamps the weight in iron 
on the sole. This operation was originally accomplished 
by hand but is now done universally by machine. 
Flexible innersoles will run from one to as high as 
eight iron in weight. 

After grading, the soles are ready to be sorted. From 
a shoe manufacturer’s point of view this is very impor- 
tant. A manufacturer buying a given grade of inner- 
soles for a certain type of shoe must obtain a uniform 
sorting of the grade for satisfactory results. A sole 
sorted into the wrong grade may mean damaged shoes 
in the shoe factory. If the stock fitter fails to pick out 
a misgraded innersole it gets into the shoe, oftentimes 
causing considerable trouble. It requires years of ex- 
perience and good judgement of leather to accurately 
sort flexible innersoles. Producers of innersoles gen- 
erally put up their product in three to five regular 
grades and two or three damaged grades. They also 
put up special selections for shoe manufacturers who 
have particular innersole problems. Every manufac- 
turer has his own method for grade identification. Some 
use the number method, 1, 2, 3, 4, etc., indicating the 
first, second, third and fourth grades, while others use 
the letters A, B, C, etc. 

The outstanding feature which determines the grade 
of an innersole is its location in the side. Soles cut 
from the bend will generally be sorted into the first two 
grades, providing there are no cuts or other imperfec- 
tions. The bend soles are considered the best as the 
finer construction in this part of the hide is more closely 
interwoven and if tanned properly produces a flexible, 
smooth-grained innersole of the highest quality. It is 
from these two grades that manufacturers using an all- 
leather innersole in the production of high-grade shies 
obtain their requirements. 
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“THE EASIEST LINE 
WE HAVE EVER SOLD" 


THE Famous Department 


Stores are located in six 
progressive California 
cities—Los Angeles, Long 
Beach, Glendale, Pasa- 
dena, Santa Ana and 
Fresno. Each one of these 
stores, owned by the 
Hirsch Mercantile Com- 
pany, with headquarters 
in Los Angeles, operates 
a large, progressive shoe 
department. They carry 
W. L. Douglas Shoes as 


their leading men’s line. 





I. Douglas national advertising 


referred to by Famous is one point in the Douglas 
program to give dealers a line that TURNS FAST. Other 


points, equally important: Smart, up-to-date styles, 
emphasizing the vital fraction of an inch difference 
between what’s fashionable and what isn’t. Consistent 
value, reflected in Douglas All-Leather Construction. 
60 years of building prestige and reputation for quality. 
Popular prices. 

Investigate the Douglas proposition, and the whole 
Douglas program for TURNOVER and PROFIT. There 
may be an exclusive franchise in your district. Write to 
W. L. Douglas Shoe Co., Brockton, Mass. 





Other leading department stores who 
have adopted DOUGLAS for TURNOVER 


Salt Lake City 
Seattle 
EMPORIUM 
F. & R. LAZURUS 
FRANK & SEDER 
GILCHRIST 
GIMBELS . 
MAY COMPANY Baltimore 
THE BOSTON STORE... . Milwaukee 
THE LEADER 


San Francisco 
Columbus 
Detroit 
Boston 


Pittsburgh 


Minneapolis 





W. L. DOUGLAS SHOES 





When writing advertisers please mention Boot and Shce Recorder 
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Women's Shoes 
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LUMBARD 


Modern Turn Shoes That Fit 


} nee J WILL NOT GAP 
Ruby Kid, New “SHORT BACK” Lasts 
fn Stoe 
° 30 STYLES Send for 
$2.40 IN STOCK catalog 2 


LUMBARD SHOE CO. 





WALK TESTED 
TURNS 
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Children's Footwear 
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MRS. DAY’S IDEAL BABY SHOES 
i tafants’ Soft Soles.. 
4 Intermediates 
Flexible Hard Soles. 2-6 


Send for In-Stock 
Catalog 


MRS. DAY’S IDEAL BABY 
SHOE CO 
Locust St. 








Danvers, Mass. 














Retailers Hold Style Show 


SEATTLE, WASH.—Western Washing- 
ton shoe dealers recently gathered for 
a special style show and banquet at the 
Hotel Gowman, of this city. New 
fashions in women’s and men’s Spring 
footwear were exhibited to more than 
100 dealers of this state. There were 
addresses and outlines of the style 
trends by Leonard C. Brown of Seat- 
tle, and Philip Berg of Tacoma, who 
traced most recent developments in 
footwear fashions. One of the most 
pronounced style notes exhibited at the 
show in the Gowman was the combina- 
tion and contrast of colors. These 
combinations, designed to match the 
dress shades, will be strikingly fea- 
tured during the coming season that 
will open shortly in this region. Stocks 
are low and semi-annual clearances are 
continuing to move a host of merchan- 
dise in preparation to reception of 
many new styles like the fashions ex- 
hibited this week. 


G. R. Kinney Co. Shows Profit 


New YorK—George L. Smith, presi- 
dent of G. R. Kinney Co., Inc., operators 
of 335 family shoe stores, authorizes the 
following: 

“The preliminary report of the G. R. 
Kinney Co., Inc., shows a net profit of 
$22,748 for 1935, after showing a loss 
of $80,280 for the first six months; the 
net profit for the year of 1934 was $172,- 
547. The results of the last half of 
1935 show a net profit of $103,028 as 
compared with a net profit of $32,397 
for same period of 1934. Total sales 





in 1935 were $13,174,313 as against 
$13,184,177 in 1934.” 





Consolidated Slipper 
Co. Expands 


MALONE, N. Y.—The Consolidated 
Slipper Corp. of Bombay, N. Y., has 
announced the acquisition of an addi- 
tional factory in Malone. The firm 
has leased the plant of the Lawrence 





PAUL D. EARL 


Webster Company in that city and ex- 
pects shortly to double its output of 
2,000,000 pairs of leather slippers. 
The new plant provides a floor space 
of more than 20,000 square feet and 
more than 200 employees will be at 
work there before the end of the year. 





FRANCIS J. SHIELDS 


The Malone unit will serve as the ship- 
ping point, both outgoing and _ in- 
coming, for both the Bombay and 
Malone plants, and it is eventually 
planned that the main office of Con- 
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solidated Slipper Corp. will be located 
there. 

According to Paul D. Earl, presi- 
dent of the firm, the addition of an- 
other large factory was necessitated 
by a large increase in business during 
the past year. The Bombay plant was 
working night and day and machines 
had to be crowded into the 40,000 
square feet of floor space which was 
available. But even this effort failed 
to step up production to the point 
where all orders could be filled, and 
in view of this situation, and the 
prospect of still more business in 1936, 
the Malone’ plant was leased by the 
firm. 

Operations at the Malone plant be- 
gan about the first of February, pend- 
ing installation of material and ma- 
chinery. Experienced men from the 
Bombay plant are cooperating with 
industrial engineers to make the new 
factory efficient and satisfactory in 
every department. 

The Consolidated Slipper Corp. 
since its inception less than four years 
ago has expanded rapidly. The pres- 
ent company succeeded Shields Con- 
solidated, Inc., in April, 1932. The 
officers of the Consolidated Slipper 
Corporation are Paul D. Earl, presi- 
dent, and Francis J. Shields, vice- 
president and plant manager. Both 
men have had long experience in the 
slipper industry, Mr. Earl in the sell- 
ing and Mr. Shields in the manufac- 
turing end of the business. They have 
both spent more than 15 years in the 
shoe business and are well qualified 
to carry the enlarged company to 
greater heights of success. 

The Consolidated Slipper Corpora- 
tion in addition to the two plants at 
Bombay and Malone maintain sales 
offices in New York, Boston, Cleve- 
land, St. Louis and San Francisco. 





E. B. Fisher Heads J. N. Adam 


Shoe Department 


BUFFALO, N. Y.—E. B. Fisher, for- 
merly with the Guarantee Shoe Co., of 
San Antonio, Tex., and well-known 
among the shoe men of the Southwest, 
arrived in Buffalo recently to become 
head of the shoe department of J. N. 
Adam & Co. Mr. Fisher succeeds Floyd 
Page, who resigned early in the year 
to accept a position with S. & H. Pogue 
Co., of Cincinnati. Mr. Fisher takes 
charge of the shoe department which 
along with the general store was mod- 
ernized last year according to the latest 
and most approved lines at a cost of 
approximately $500,000. 





Leed's Modernizes 


LONG BEACH, CAL.—Leed’s Shoe 
Store, 239 Pine Avenue, has been reno- 
vated and modernized. A new broad- 
loom carpet in smart pattern has been 
laid, new furniture installed, the up- 
holstering in blue, gray, tan and red 
leathers. The walls are in neutral 
shades. C. B. Pearlston is the manager. 
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BUY as you SELL 


And Avoid Frozen Capital in End Sizes 


The Recorder Stock and Daily Sales Record Helps 
You Do Just That! 


Insures Accuracy of Buying Judgment 





nia “If a $5 Gold Piece Falls Thru 
oth . ° 
ailiees a Crack in the Floor”—is the 
title of our instruction brochure 
for keeping stock records :— 
Supplied with each order for 
the Stock Record System. 


, red imitation 
leather back 
and corners, 

| gold lettering 











One hour a day keeps your records com- 
plete— 
Every sale and purchase recorded — 
Visible daily turnover and sales report—- 
with monthly inventory of each stock 
number— 
nee ae Shoes on hand, on order, due, returns. 
transfers in or out from branch stores— 


FOR GROUP OWNED STORES 


—the Stock Record System used in con- 

junction with the MASTER STOCK 

SHEET and the central office CONTROL 

FORM, also a COMPARISON FORM for 

oon meconvre™ il inv sales of total pairs by seasons and years, 
neconornyenToRy OF - Ht gives the merchant-owner complete stock 


is =: RECORDED control with style and sale trend. 
Buyer’s Information STOCK RECORD 


pee PY Complete Working Outfit. . $7.25 
(West of Denver 


Form (06 


MONTHLY INVENTORY stocn No Jeo 





Consists of: 
Black Cloth binder—1114” x 1334” 
OR: DeLuxe Imitation Leather 
100 Daily Sales and Stock Sheets, (Form 
# 100) and 1 Comparison Form 
2 Inventory Pads (100 sheets) 
2 Buying Order Pads (50 sheets) 0.50 
(or 4 of each, as preferred) 
1000 Carton Tickets and Clips.......... 2.25 


Above, not including Carton Tickets.... 5.00 
(West of Denver $5.50) 


Postage Prepaid—Check with order, please, unless 
C.O.D. Shipment is preferred. 


Orders filled for any forms preferred. 


(New Revised Fifth Edition) - 
Your choice of DeLuxe flexible imitation leather binder shown above, Shoe Carton Tickets and Clips: 


or—Black cloth binder below. 100 80.50 
Special Quantity Price: Ce 4 . 
400—Daily Sales and Stock Sheets (Form No. 100) y 500 


PROFIT CHARTS—26c. each; an accurate method of figuring ix eiickesihencerededstacecuseee 
; selling prices. 5000 (per thousand 
WRITE FOR OUR FREE BOOKLET ON STOCK-TURN. - wie ? 


MERCHANTS SERVICE DEPARTMENT 


Boot and Shoe Recorder 


209 So. STATE STREET CHICAGO, ILLINOIS 





When writing advertisers please mention Boot and Shoe Recorder 
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Men's Shoes 
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Dancing and Bowling Shoes 


S66 EO, CO 





BUY A NATIONALLY KNOWN 
BRAND 


We carry everything in dancing shoes, 
also a complete line of bowling shoes. 
Write for price list 
ROVICK THEATRICAL SHOE CO. 
Manufacturers 


325 W. Madison St. Chicago, II. 














Women's Shoes 
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GREGORY & READ CO, 
LYNN, MASS. 


IN-STOCK 12 STYLES 


% 

%, AAAA to C—2 to 10 .* 

ay * 
te $3.25 a 


* 
¥en yp * 
20/8 Louis SEAMLESS 17/8 Baby Louis 


Black Patent Black Patent 
642! Black Patent 2442 Black Patent 


1221 Blue Kid 
7421 Black Baby Calf 1442 Black Baby Calf 
5442 Brown Kié 


1321 Brown Kid 
5421 White Grain Kid 3442 White Grain Kid 
1242 Blue Kid 


* 
5, 


8421 White Crepe Faille 
1021 Black Crepe Faille 























Best Travel Business for Stone 


CLEVELAND, OHIO — The Stone Shoe 
Co. has experienced the best southern 
wear and Winter travel season busi- 
ness in years, according to J. Harold 
Roberts, general manager. Newspa- 
per advertising and window displays 
were tied up in a promotional cam- 
paign. 

The general shoe demand has been 
good during recent weeks due to the 
open Winter. 


More Cities Hear 
J. & K. Broadcast 


CoLUMBUS, OHIO — “Musical Foot- 
notes,” the triple-star Sunday series 
presented by Julian & Kokenge Co., 
makers of Foot Saver shoes, and fea- 
turing Vivian della Chiesa, young so- 
prano song star; Franz Imhof, op- 
eratic tenor, and Ralph Ginsburgh’s 
Ensemble, is now being heard over a 
greatly extended coast-to-coast net- 
work, Sundays at 1.30 to 1.45 p. m., 
OR ae 




















VIVIAN DELLA CHIESA 


Featuring well-known classics and 
popular ballad type selections, “Musi- 
cal Footnotes,” with its trio of stars, 
has won a wide following among music 
lovers since its inception last Fall. 
Vivian della Chiesa, feminine star of 
the program, has soared to radio star- 
dom in less than a year’s time, after 
winning an unknown singer contest 
conducted by Columbia’s Chicago sta- 
tion, WBBM, against more than 2000 
entrants. A former stenographer, Miss 
della Chiesa had studied voice for sev- 
eral years, but never had sung pro- 
fessionally and never had broadcast 
before winning the contest. 

“Musical Footnotes” is now being 
heard over Columbia outlets in the fol- 
lowing cities: Buffalo, Chicago, Cin- 
cinnati, Cleveland, Des Moines, De- 
troit, Kansas City, Louisville, New 
York, Philadelphia, Pittsburgh, St. 
Louis, Washington, Columbus, Ohio, 
Minneapolis, Memphis, Indianapolis, 
Houston, San Antonio, Roanoke, Knox- 
ville, Oklahoma City, Dallas, Denver, 
Salt Lake City, Albany, Hartford, New 
Orleans, Los Angeles, Portland, San 
Diego, San Francisco, Seattle, Spo- 
kane, Fresno, Sacramento, Santa Bar- 
bara, Bakersfield, Stockton and Ta- 
coma. 
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TRADE MARK REGISTERED 











Greater ease of breaking 
in, greater comfort, and 
longer life are qualities 
which should make you 
insist on Van Tan—the 
original tannage espe- 
cially developed to pro- 
duce superior innersoles. 
@ 
VAN TASSEL 


LEATHER COMPANY 
NORWICH, CONN. 


also manufacturers of 


LEATHERPLUS 


completely waterproofed outersoles 



















Swope Shoe Company 


Reorganizes 
St. Louis, Mo.—An institution of 68 


years’ service at retail, the Swope 
Shoe Company is reorganizing under 
new management. M. M. McCain be- 
comes general manager. As a St. Louis 
shoe man, Mr. McCain has had long 
experience, being at one time generai 
manager of the Shoe Mart in St. Louis. 

Retiring from the business are: 
Meier Swope, founder and president 
of the company; Arthur E. Ebbs, 35 
years of service, vice-president of the 
company, and Paul Allen Ebbs, general 
superintendent and advertising mana- 
ger. Harold Swope will continue as 
secretary of the business. 

It is understood that the Swope Shoe 
Company will be principally a dis- 
tributor of Selby Shoes. The retiring 
members of the firm played a promi- 
nent part in shoe retailing for many 
years. Meier Swope, founder, was the 
dean of shoe retailing in America. 
Arthur E. Ebbs was for years vice- 
president of the National Shoe Re- 
tailers Association, general chairman 
of the conventions in St. Louis and was 
recently tendered the office of the presi- 
dent of the National Shoe Retailers 
Association, but he declined. Paul 
Allen Ebbs plans to go into business 
for himself as manufacturer’s repre- 
sentative. 
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‘ORIGINAL CHIPPEWA” Advertising Now Reaches 1,259,753 
Farmers who know and want Quality Footwear Values 
Quality work shoes since 1901. 


This Tremendous Buying Power 


Specially tanned leathers used in the manufacturing of 
“ORIGINAL CHIPPEWA” quality shoes give them the 
stamina and pliability required to withstand the severe 
wear and acids to which farm shoes are subjected. An 
“ORIGINAL CHIPPEWA” section specializing in the 
shoe for the job will increase your sales, profits, and 
customer loyalty. 


Our in-stock department insures complete and prompt delivery of all 
orders. Catalog and particulars on request. NONE BETTER. 


Chippewa Shoe Mig. Co., Chippewa Falls, Wisconsin 





Plan Big Campaign 

New York—J. F. Forsyth, general 
sales manager of the Gold Dust Cor- 
poration, announced today that the 
largest national advertising campaign 
ever devoted to a shoe preparation has 
been authorized by Gold Dust to in- 
troduce its new product—New Shinola 
White Cleaner. 

The program represents a huge ex- 
penditure and will include many na- 
tional magazines, a large number of 
Sunday newspapers, trade _publica- 
tions, car cards and dramatized broad- 
casts on the most powerful radio 
stations. 

All advertising will feature a double- 
money-back guarantee that the cleaner 
will not rub off. Although the cam- 
paign will not become intensive until 
the Summer months, the product is 
now being introduced by special pro- 
motion in Florida resort cities where 
newspapers, billboards and aeroplane 
banners are being used. New Shinola 
White Cleaner is packed in both bot- 
tles and tubes. 

An interesting point about the pro- 
jected magazine copy is that nothing 
less than half-pages will be taken in 
the national publications. This size 
of space, unusual for such a product, 
indicates the vigor with which Gold 
Dust intends to promote Shinola White 
Cleaner. This account is handled by 
=, Barton, Durstine & Osborn, 
ne. 


Designs on Patent Leather 


Boston.—B. J. Kaplan of Boston has 
been awarded a patent on the plating 
of designs of various kinds on patent 


B. J. KAPLAN 


leather. Several plates suggesting the 
possibilities of this new technique have 
been prepared and samples will be 


shown at the Leather Show in New 
York in March. Some time ago Mr. 
Kaplan introduced the printing of 
whice dots on black patent leather and 
this was used quite extensively by dif- 
ferent manufacturers. 

The new patent indicates the further 
development of the same technique and 
provides for more elaborate designs 
which will be an interesting accent in 
high-style women’s footwear. These de- 
signs can be produced on colored pat- 
ent leather of the type which is being 
used in so many Spring shoes. 

Mr. Kaplan is well known as the 
father of the three sons who operate 
the Colonial Tanning Company of Bos- 
ton. He, himself, has a long experi- 
ence in the production of specialty 
leather, having operated the Crescent 
Tanning Company of Woburn for many 
years. Since 1924 he has concentrated 
cn the new developments in patent 
leather with which his name is iden- 
tified and which have resulted in the 
patent, Number 2029377, just issued. 


Represents Bond Shoe Co. 


DETROIT, MicH.—J. K. Bennett has 
recently joined the sales force of the 
Bond Shoe Company of 132 Duane 
Street, New York City. Mr. Bennett 
will travel throughout Indiana and 
Michigan with a complete line of pop- 
ular-priced women’s novelty shoes. He 
has established an office in Room 615 
in the Griswold Building in Detroit. 
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Riding Boots 
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LARGEST FLOOR STOCK 


Klee 


Omaha, Nebraska 
Exclusive Manufacturers 
Catalog on Request 
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Ballet Slippers 


Oe ed 


BALLET SLIPPERS—IN STOCK | 
FINEST QUALITY, BENCH MADE | 
| 


No. 100, Bik. Kid, Soft Toe 
Turns, Rights & Lefts. 


6-11 11-2 2%-8 | 
30 435 440) | 
1s 1" | 
SCHWARTZ & HERDER, Inc., Mfrs. 
70-72 NO. 4TH ST. PHILA., PA. 














Trade 
Literature 


Treadeasy Issues New 
Spring Catalog 

Batavia, N. Y.—P. W. Minor & 
Son, Inc., of Batavia, N. Y., manufac- 
turers of Treadeasy Shoes, last week 
issued their 1936 Spring catalog, which 
is outstanding in fine make-up, print- 
ing and artistic use of color. The new 
catalog has a total folio of 44 pages, 
including a cover of yellow embossed 
leatherette with two shades of brown 
in the printed material. The pages are 
printed on heavy coated stock in 8 
colors. 

Over 100 In-Stock Treadeasy models 
for Spring, special purpose shoes, 
arch supports, spectator sports and 
dress types, retailing at $7, $8 and $9, 
are illustrated and described on these 
pages, together with current price 
listings and editorial material explain- 
ing the scientific and style features of 
the complete line. 

Charles B. Taft, advertising man- 
ager of P. W. Minor & Son, Inc., had 
full charge of the production of the 
new catalog. 


Pied Piper Catalog 


The Pied Piper Shoe Company has 
just sent to the trade a new complete 






Soldier-Shoemaker Succeeds 
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A copy of the advertisement used by the Hale Shoe Company, Manila, P. |., during 
the celebration throughout the Islands when the Philippines were declared an inde- 
pendent commonwealth. 


MANILA, P. I.—F rank H. Hale, presi- 
dent and general manager of the Hale 
Shoe Company, Inc., shoe manufactur- 
ers in the Philippine Islands, has had 
a romantic and successful life. At the 
age of 18 a call for volunteers for 
Philippine service found him in uniform 
in California. A month later he was 
trudging the dusty streets of Manila. 
Shortly thereafter he was stationed in 
Ft. McKinley and his job was to make 
saddles for horses. He made saddles 
(and good ones). In his spare moments 
he repaired the boots of his superior 
officers. He became so expert at it that 
he attracted the attention of others. 
On retiring from the army, he started 
the Post Exchange Company in 1906. 

Six years later found him with capital 
enough to engage in rugged shoe manu- 
facturing. He has been at it ever since. 
He is manufacturing 1500 pairs daily, 
at six modern factories on the outskirts 
of Manila. His employees are exclusive- 
ly Filipinos. It is said that he has the 
largest leather shoe factory in the 
Orient. 

When the Philippines became an in- 
dependent commonwealth, there was 


great celebration through the Islands 
and for the occasion an advertisement 
was used, bearing the title: “The 
Progress of a Nation Is Judged by Its 
Footwear.” 

The wearing of shoes is increasing in 
all parts of the Philippines and in that 
edition of the Manila Tribune appeared 
the following: 

“The Igorotes of the north may be 
learning to wear Esco shoes, but they 
have nothing on the Moros here in the 
wilds of Mindanao. What surprises me 
is the way they buy shoes. They would 
ask for Esco. Taking their time, they 
would inspect every stitch, look the shoe 
all over, then smell it. With a final 
grunt, they would say ‘Esco, good shoe!’ 
Unscrupulous shoe dealers naturally 
sell them shoes ‘just as good.’ But the 
wise old Moro always smell it as a final 
test. They know that most of all local- 
made shoes have a bad odor, with the 
exception of Esco. 

“Esco serves them best. For one Moro 
showed me a pair he has worn continual- 
ly for more than two years. And you 
know how word of mouth travels in this 
part of the country.” 





in-stock catalog, which shows a sub- 
stantial enlargement of the in-stock de- 
partment with a wider range of widths 
and a considerably greater selection 
of pattern shoes. 

The Pied Piper display at the Na- 
tional Shoe Fair in Chicago last month 
was the center of considerable inter- 
est, due to the introduction of the 
Twink-O-Leer, which is something new 
in patterns for misses and girls. A 
substantial volume of business on the 
Twink-O-Leer indicates the merchants 
appreciation of something new and 
original in style appeal. At the Fair 
they also announced a new line, to be 
known as Pied Piper Posturator. This 
is an orthopedic shoe with many dis- 
tinctive features. 


M. T. Shaw Dines Wholesalers 


COLDWATER, MIcH.—M. T. Shaw, Inc., 
gave a most enjoyable dinner to their 
group of wholesalers who attended the 
National Shoe Fair in Chicago, Jan. 
6-9. 

The dinner was given in the Bismark 
Hotel and, following the dinner, Richard 
J. Thain, sales promotion manager of 
Butler Brothers, addressed the meeting 
on “Profitable Wholesaling.” 

Attending the dinner were wholesal- 
ers from Chicago, Cincinnati, Cleveland, 
Detroit, Dubuque, Iowa; Grand Rapids, 
‘Mich.; Huntington, W. Va.; Indian- 
apolis, Los Angeles; Nashville, Tenn.; 
Oshkosh, Wis.; Peoria, IIl.; Philadcl- 
phia, Pittsburgh, Seattle; Saginaw, 
Mich.; St. Paul, Minn.; and Toledo, Ohio. 
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Making of Wood Heels 


APPROXIMATELY 100,000,000 pairs of wood heels 
are used every year by the shoe industry of this coun- 
try, which piece of information is much less valuable 
to the retail merchant than is a knowledge of what the 
heels are made of, how they are attached and whether 
the heel, in combination with the lines of the shoe, 
presents not only a pleasing profile appearance, but 
also is so positioned as to carry the body weight as 
it should be carried. 

For high, light, Louis-type heels, it is generally 
agreed that rock or sugar maple is the best. Abroad, 
European beech is used to some extent—a wood differ- 
ing from the beech sometimes used in this country for 
the lower types of heels. These heels are cut from what 
the heel and lumber industries call “squares”—planed 
strips which permit of the cutting of a maximum num- 
ber of rough heels with a minimum of waste. These 
squares are dried in kilns or heated chambers and the 
drying process is one of the most important in the 
whole, complicated, highly scientific series of proc- 
esses employed in the making of this product. 

If the outside of the strip of lumber is dried too 
quickly, it will reach the point at which the drying 


process should cease before the center of the wood- 


strip is properly dried. Then, when the wood is being 
worked in the shaping process, it will “check,” or 
crack. Wood which is too dry is apt to cause a high 
and costly percentage of breakage in manufacture. 
Wood which is not dry enough is turned into heels 
which are very apt to shrink and change their shape 
or “warp.” 

That is about enough to give the merchant a good 
idea of the preliminaries. Design should logically 
come next. 

This is an exact science which takes into considera- 
tion that, if the shoe is to tread properly—with the 
toplift squarely on the ground when the foot is at 
rest in a normal standing position—consideration must 
be given to the last with which the heel is to be used. 
It is surprising to find in the shoe industry such a 
woeful lack of understanding of this principle—so 
many shoes carrying heels which are not at all adapted 
to the lasts over which the shoes were made. 

Such out-of-line heels are said to “throw under” 
or to “throw back.” A rough and ready way, but sur- 
prisingly accurate one, of determining generally 
whether the pitch of the heel is correct is to view the 
shoe in profile with the foot in the shoe and with the 
body weight on the foot. Seen from that view and 
under those conditions, then vision a straight line con- 
necting the back edge of the toplight with the point 
where ankle and shoe come in contact at the upper 
‘part of the back. If this line is vertical, the heel is 
pitched correctly, generally speaking. 
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The Elanbee Plan is a unique merchandising plan 
developed during the past five years for the opera- 
tion of profitable DOLLAR Handbag Departments in 
women’s specialty shoe stores. 


GUARANTEED PROFIT WITHOUT INVESTMENT 


The Elanbee Plan guarantees an excellent profit on every 
sale, without capital investment on your part. Mark- 
downs and seasonal carryovers are eliminated. 


PLAN PRODUCES MAXIMUM BUSINESS 
The success of the Elanbee Plan is based on individual 
stock control for each account. At the start of each 
of the six bag selling seasons we supply the newest 
creations. Throughout the season we maintain for you 
a complete stock of the best selling styles and colors. 


SELECTION BY EXPERTS 


Specialists on DOLLAR Bags, our line is recognized 
as outstanding. The Elanbee Plan assures you of 
quality merchandise that will maintain the character 
of your store. The variety and quality of Elanbee 
Bags make them attractive women's specialty shoe 
store items, even in the finer type of store. 


INCREASES STORE TRAFFIC 


Elanbee Bags bring new customers into the store and 
bring them back repeatedly. 

Many of your customers are wearing dollar handbags 
right now. Why not supply this demand yourself? 


Write for Details Now 


ELANBEE 


SALES COMPANY, INc. 


11 COLUMBIA ST. BOSTON, MASS. 





ll eel 


Dancing Shoes and Taps 


—“_ — 





TAP DANCING 
THEO SLIPPER 
PATENT LEATHER 


IN-STOCK 


8/2/11. .$1.00 


1305—Childs’, 
12/3. .$1.05 


1306—M isses’, 


Better grade Tap. also soft and hard toe 
Ballet Slippers— — for immediate de- 
very. 


BLOG SHOE CO., INC. 


147 DUANE ST. NEW YORK CITY 











BLACK CALF 
PAT. LEATHER 
Women's 
A-B-C 22-8 
$1.55 


Misses’ 
A-B-C 112-2 
$1.45 


—— OWENS SHOE Co. 


28 Goodhue St., Salem, Mass. 











Feature Service 
[CONTINUED FROM PAGE 28] 


town, or you “go it alone” do a com- 
plete job. Even when there’s a co- 
operative promotion program to rouse 
general interest, a consistent, carefully 
planned individual store program helps 
you to benefit more from it. 

Divide your program into five co- 
ordinated parts, and do a good job on 
each, first being sure that your stock 
is sized up ready to meet the demand. 

1. Newspaper advertising. 

2. Direct Mail advertising. 

3. Window displays. 

4. Interior decorations. 

5. Salespeople and special features. 

Use a Foot Health Week slogan or 
symbol to tie up your ads. A repro- 
duction of the poster design is espe- 
cially good. Let your caption and copy 
proclaim your store a real foot health 
center, and play up the job of foot 
health, and the special necessity of 
Springtime care of the feet when 
physical changes are taking place. 

Include illustrators and copy con- 
cerning the various feature shoes you 
carry. 
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More Light on Shoe Selling 


[CONTINUED FROM PAGE 26] 


concentrating the lighting and trim in 
the lower third of the window you com- 
pel the eye to look at the merchandise. 

“If the shape of the window is con- 
ducive to an occasional, higher trim, 
some motif or scheme must be devised 
to carry the eye from the lower third 
of the window to the merchandise 
above—again proving that the eye 
FIRST sees the lower portion. A 
special message, fixture, or other novel 
way of taking the eye upward must 
be introduced in those windows utiliz- 
ing trims above eye level. They are 
not generally recommended, for star- 
tling designs and arrangements in 
background and trim will overshadow 
the importance of the merchandise. 

“Do not detract attention from the 
shoes by the use of ornate and superflu- 
ous surroundings . . . the background 
should be carefully designed to serve 
only as a vehicle to carry the shoe idea 
and to supplement the merchandise on 
view.” 

This statement of Mr. Solomon’s is 
the result of many years experience in 
the promoting and designing of shoe 
displays in New York City. 

Flood lighting may be used to em- 


phasize styles displayed and intended 
for special sale, a special quality fea- 
ture or something new and different. 
By using a more potent beam of light 
on a feature shoe offered at a spectacu- 
lar price, the shoe is dramatized .. . 
“pushed” for greater sale. 

Completely different’ atmospheres 
may be created by changing the color 
of the light on the display. In the Sum- 
mer, when white, pastel, and dainty 
fabric shoes are in vogue, green and 
blue lights lend them an additional 
atmosphere of coolness, foreign to the 
heat of the city streets. The opposite 
may be applied in the Winter ... reds 
and orange tinted lights give warmth 
to heavy walking shoes, sturdier styles 
for cold Winter wear. 

Reflectors may be wired for color, 
and the same lamps may be used. All 
that is necessary is a set of inexpensive 
frames with sheets of color filter of 
various tints which fit into the standard 
reflectors. Show your shoes when you 
should be selling them, against a trim 
of seasonal appeal, enhanced by color 
lighting, and you have taken a long 
step toward effective window promotion. 





Unless there is a general mailing as 
a part of the cooperative program, 
send a card or folder to your mailing 
list, stressing the advisability of a 
check-up of feet and footwear in the 
Spring, and any other Foot Health 
Week activities you may plan. 

Window displays should dramatize 
Foot Health, using the Foot Health 
Week posters as a part of the setting, 
which is best done in Spring green and 
white. 

Be sure to have the window setting 
made up ahead and everything, includ- 
ing the shoes, all ready to go into the 
window quickly and easily. Simply 
sticking a couple of posters on the win- 
dow glass isn’t enough, yet nobody 
wants to finish up a busy Easter week 
with long hours of window work. 


The Dinner Suit 
[CONTINUED FROM PAGE 15] 


problem of what coat to wear with 
such an outfit. The dinner suit, on the 
other hand, is definitely an after six 
costume. It requires no coat in the 
Spring, when it will be most actively 
promoted. It does not have the prac- 
tical limitations of the cocktail cos- 
tume. It does not appeal only to the 
woman who lives to dress. It can— 
and will be worn to the movies with 
the boy friend of a Spring evening! 

We don’t mean that the dinner suit 
shoes are going to be tremendous. 
They aren’t. But they do offer a chance 
to get a good slice of extra business. 

The two best bets for dinner suit 
shoes are fabrics and patent leather, 
as typified by the two black shoes illus- 
trated. Patent leather to wear in the 


evening is news. And it is as much of 
a natural with the new dinner suits as 
Fred Astaire’s immaculate patent ox- 
fords with his top hat and tails! 

The best color choice for this dinner 
suit shoe is black, since the majority of 
the dinner suits sold are black. The lines 
in these shoes should be extremely 
simple, but they should be light and 
they should above all, be daring. The 
dinner suit is extreme for all its simple 
expression. It takes a shoe of extreme 
silhouette. An open toe, and open heel, 
a square last—something striking to 
give it a lift, a dash, a 1936 look! 


The Bag and the Shoe 
[CONTINUED FROM PAGE 21] 


fabric is also a leader in bags. Every 
grade of bag house is showing this 
fabric from the highest to the least 
expensive. Suede finish leathers are 
strong in bags at higher prices, in rus- 
set, other high shades and in gray. 
Again this is a close parallel to shoes, 
where suede is now established as a 
Spring season high fashion. 


Speaks to R. H. Fyfe Employees 


Detroit, Mico.—Alfred J. Donovan 
president of E. T. Wright Company, 
manufacturers of Arch Preserver Shoes, 
made a special trip to Detroit Friday 
to address the employees of R. H. Fyfe 
and Company. Speaking generally on 
business and advertising, he gave an in- 
spirational talk at a special meeting 
in the Fyfe Auditorium. Mr. Donovan 
pointed out that it was just twenty- 
two years ago that he had last talked 
to the same store organization. 
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This important new development in shank con- 
struction has been thoroughly tested and is en- 


dorsed by leading manufacturers and retailers 


A special circular on UNISHANK will be mailed on request 


UNITED SHOE MACHINERY CORPORATION | 


BOSTON, MASSACHUSETTS 


When writing advertisers please mention Boot and Shoe Recorder 








THE TICKET 
AN Loe 
JANUARY 


White patterned board. Mod- 
ernistic design in gold, light 
green, and blue. The price 
ticket is white, blue and gold, 
with adequate space for word- 
ing or stock number. 





r 


/ 


| 
1 \aquett 
ip SALE 


outstanding Values 


upstanding shoes- == 





CARD HOLDERS 
Oval base—burnished gold— 


three-color trim. These modern- 
istic holders take any size card, 
and harmonize with the finest 
window display fixtures. 


Supplied with annual services. 
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Everyone Passing 


is a Possible Prospect 
SELL THEM 


DISPLAY CARD SAMPLES, HARMONIZING TICKETS 
and SELLING MESSAGES SENT ON REQUEST 


14 snappy and informative selling messages 
each month for men's, women's, children's shoes, 


women's hosiery, store service, fitting, quality, styles. 
Single cards, 60c each—without text, 35¢ each 


ATTRACTIVE HAND LETTERED PRICE TICKETS 


In popular denominations and blank. Samples of in-stock 
tickets available. 
WITHOUT STORE NAME: 6 dozen, $1.10—12 dozen, $2.00 


WITH STORE NAME: 100 tickets, $3.00—200, $5.00 
CHECK WITH ORDER, PLEASE, UNLESS C.O.D. PREFERRED 


MERCHANDISING AIDS 





Polly Clips 
fo LLy Cu P for Price Tickets—Adjustable— 


for Price Tickets Tilt at any angle. 





Polly Shoe Holder 


To display arch, branded, and 
fibre-sole shoes. Always re- 
mains in upright position. 





Recorder Stock Record 
Tickets 
for shoe cartons. Cyclone clips 
Pou SHOE included: 
OLDER, sesaesse 


Pat. Pending 


pon Se 























When writing advertisers please mention Boot and Shoe Recorder 
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FEATURE POINTERS 


precisely point out in-built values. These 
ARROWS are obtainable in two combina- 
tions: corn with green border, or buff with 
green border. Choice of forty selling phrases, 
or blanks. 


12 dozen (printed or blank) 
6 i] Ll) Ll) o 























(Cross out 


SPECIAL: 


Combination of one gross Polly 
Clips and one gross Arrows, only 
.00. 


SERVICE 


ANNUAL DISPLAY CARD 
SERVICE INCLUDES 


EXCLUSIVE FRANCHISE with annual card service to one merchant in an 
average size town, suburb or city shopping center. 


STORE WINDOW BULLETIN, supplies merchandising and display suggestions 
each month. 
SPECIAL CARDS, with wording as wanted. 


EXCHANGE OF CARDS: Annual card service subscribers may exchange any 
cards received for others of the current month, whose text better covers 
their merchandising program. 


CARD 


SHOW 


PRICE TICKETS: Blank tickets, harmonizing with the current month's cards, 
supplied free. 


IMPRINTED PRICE TICKETS, with prices as wanted, to assure well blended 
trim, are 35c per fifty, additional. 
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SERVICE | MONTHLY HOLDERS TICKETS 





$5.00 6 100 


J 
Kt 
~ 
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month. 


cash in advance, full year’s 





4.00 4 100 


. per year, payable 


per 





eard holders. 


3.00 


month additional 
each month’s service deliv- 





For this service we will pay 
service, 5% discount. Checks 
from foreign subscribers 
must be drawn on JU. &. 
banke, or Include exchange. 
If for any unforeseen reason 
we wish to discontinue ser- 
vice before expiration of or- 
der, we agree to pay $1.00 
ered, and agree to return the 
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» Check, with order, please, unless C.0.D. preferred 
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. IMPRINTED 
at 35¢ per fifty, 


Card 
.., consisting of 


. card holders (with 


the first month’s service), 
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green and gold— Goldenrod yellow orange sunburst on 
—, and golden yellow design. stripes on cream silver board. 
“nN”; Same design background. “A”: Same a 
: ’ white board=— 
pve — Rai brown bar—orange 
itien, sunbarst. 


Size: I'/2” x 234”—Prices on opposite page. 


Please enter our order for the 
Recorder “Selling Messages,” 
beginning with JANUARY, 
continuing monthly for one 
blank tickets each month, 


year, 
TICKETS, 











When writing advertisers please mention Boot and Shoe Recorder 
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1936 


and Wand Add 





SALESMEN WANTED 


POSITION WANTED 





FOR SALE 








vania, Line Infants 
Beach Sandals, commission basis. 
Scott Shoe Co., Orwigsburg, Penna. 


WANTED: Salesman for Western Pennsyl- 
Prewelts and Men’s 
The Kepner- 





ALESMEN, with established trade, to carry 
our line of Women’s Welt Arch-Type, Styled 


Shoes, with a non-conflicting line, on a straight 


Retailing from $5 to $6.50. 

In-stock and make-up shoes. All territories 
available except Wisconsin, Michigan, Illinois 
and Minnesota. Liberal commission. Give ref- 
. erences. Ebner Shoe Company, 2604 W. 
Fond du Lac Avenue, Milwaukee, Wis. 


commission basis. 





THE fastest growing nationally advertised shoe 
whitener—CARBONA. Its slogan “WILL 
NOT RUB OFF” is a fact, not merely a claim. 
Write fully, Carbona, 304 West 26th Street, 
New York, N. Y. 





ANTED—Experienced salesmen to handle on 

commission line of Women’s Arch Shoes re- 
tailing $4.00 and $5.00. 40 patterns carried in 
stock, factory proposition give references. Ter- 
ritory open—Virginia, Illinois, Wisconsin and 
Missouri. Address E-598, care Boot & Shoe 
oo 239 West 39th Street, New York, 





T°? represent the outstanding line of Penn- 
sylvania made Growing Girls’, Misses’ and 
Children’s Goodyear welts—Littleway and Pre- 
welts in Wisconsin; Illinois (not including the 
Chicago Loop); and Iowa. Strictl 
sion basis. We have large In-Stock Department 
and good business in this territory. Must travel 
by car. If you haven’t a well established fol- 
lowing, don’t bother to apply. State age, and 
give us references, and a complete line on 
yourself. Address E-601, care Boot & Shoe 
Recorder, 56th & Chestnut Sts., Philadelphia, Pa. 


Commis- 





WE want an experienced salesman to sell our 
line of Welts. Prewelts, and Littleways— 
Children’s, Misses’ and Growing Girls’ in South- 
ern Missouri; Arkansas; Oklahoma; and Kan- 
sas. Liberal Straight commission. Large In- 
Stock Department. Travel by car essential. In 
your reply, give us your history. age, and sev- 
eral references. CURTIS STFPHENS EM- 
BRY CO., P. O. Box 909, Reading, Penna. 





HOE Salesmen—Well-known shoe polishes and 

dyes—excellent side line—Pennsylvania, Up- 
state and New England States—shoe and denart- 
ment store following—commission basis. Address 
E-615. care Boot & Shoe Recorder, 239 West 
39th Street, New York, N. Y. 





ERTAIN territories in south. southwest and 

middle west still open for first class sales- 
men to market an outstanding line of shoe dress- 
ings made by nationally known concern. Those 
interested on full time or side line, commission 
basis address. 5134 Lancaster Ave., Philadel- 
phia, Pa. 





WANTED TO LEASE 


ANTED—Paying Shoe Store or Shoe Dept. 

in or near Massachusetts. Address E-611, 
care Boot & Shoe Recorder, 239 West 39th 
Street, New York, N. Y. 








ANUFACTURERS Attention! Prominent 

young shoe man with following would like 
to make connections with reliable firms who are 
interested in carrying an instock dept. in Cleve- 
land. Will operate permanent show room and 
contact the trade in Ohio & Michigan. Refer- 
ences furnished. Address E-603, care Boot & 
Shoe Recorder, 239 West 39th’ Street, New 
York, N. Y. 


SHOE STORE for sale in Long Island, N. Y. 
Address E-585, care Boot & Shoe Recorder, 
239 West 39th Street, New York, N. 





OLD established, high-grade shoe store for 
sale in the heart of Pittsburgh, Penna., re- 
tail district. Owner retiring. Only those seek 
ing a permanent business need apply. Write- 
W. M. Laird Company, 622 Liberty Avenue, 
Pittsburgh, Pa. 





Management, buying or merchan- 
dising position wanted by rigor- 
ous, aggressive shoe merchandiser 
with record of developing group 
of three shoe stores in midwestern 
city to volume of over $1,000,000.00 
in men’s, women’s and children’s 
fine, medium and less expensive 
footwear; then two departments 
to over $200,000.00 in women’s 
fine shoes —all profitable opera- 


tions. Record clean. References 
first class. Prefer percentage 
proposition. 


Address E-609, Care 
BOOT & SHOE RECORDER 
209 South State St., Chicago, Ill. 











XPERIENCED MAN to take charge of pack- 

ing and shipping room, thoroughly experi- 
enced in the tariff field. Best references. Ad- 
dress E-612, care Boot & Shoe oo 239 
West 39th Street, New York, N. 





XPERIENCED shoe store and department 

manager desires position profit-sharing basis. 
Chain store trained. References exchang 
Address E-616, care Boot & Shoe — 239 
West 39th Street, New York, N. 





HELP WANTED 





PENING for an experienced shoe man as 
an Assistant Manager in a shoe chain. 
Excellent opportunity for advancement. Good 
salary to right man. Address E-610, care Boot 
& oe 239 West 39th Street, New 


York 





LINE WANTED 


LINE WANTED FOR KENTUCKY—Resi- 
dent salesman is desirous of securing a reli- 
able line of men’s, women’s or children’s shoes 
for the State of Kentucky; willing to consider 
a good reliable line on a straight commission 
basis; best references furnished. For further 
particulars, address E-613, care of Boot & Shoe 
oo 239 West 39th Street, New York, 














WANTED line instock of Men’s, Women’s or 
Children’s Popular Price Shoes on commis- 
sion for Jersey, New York and Brooklyn. Ad- 
dress E-617. care Boot & Shoe Recorder, 239 
West 39th Street, New York, N. Y. 








SHOE Store in thriving city of 25,000, in 
100% location—old cstablished successful 
business—modern up-to-the-minute store—fea 
turing Quality merchandise—Men’s, Women’s, 
Boys’, Girls’ and Children’s. Reason for selling 
wish to retire. A rare and unusual opportunity 
I own building and can offer attractive lease. 
Address E-614, care Boot & Shoe oe, 239 
West 39th Street, New York, 





MERCHANTS’ NEEDS 
DISPLAY FIXTURES 


Challenger Set—$12.40 Complete 

2 Metal units 20x 12x 10 

2 Metal units 12x 10x 8 

4 Plate glasses, 1—I2 
i—!2x i 

1—10 x 12. 









THE HECHT FIXTURE CO. 


313 West Adams St. Chicago, Il. 





WANTED TO PURCHASE 








CASH FOR BRANDED SHOES 


Men’s, Women’s—Factory or Retail 
Wanted: Red Cross, Florsheim, Arch Preserver, 
Enna Jettick, etc., Nunn-Bush, Bos- 
tonian, Walk-Over, etc. 
BARIS SHOE COMPANY, Inc. 
79 READE STREET, NEW YORK 
Telephones WORTH 2-5180, 518! 








WE BUY 
Entire or Surplus Wholesale and Retail 
Stocks. Also Branded Shoes such as 


Walk-Over, Florsheim, Enna-Jettick, Vital- 
ity, Arch Preserver, Queen Quality, Bos- 
tonians, Stetson, Red Cross, Nunn Bush, Etc. 
IRVIN RUBIN 
“The House of Jobs’’ 
89 Reade St. Cor Church 
Phone Barclay 7-7887 New York City 























mum charge 75 cents. 


address should be counted. 





CLASSIFIED ADVERTISING RATES 


The rate for “Position and Lines Wanted” advertisements is 4 cents per word for all undisplayed advertisements. Mini- 
For all other classified advertisements the rate is 7 cents per word. 
When a box number is desired twelve words should be added for the address. 


Classified advertising is payable in advance. 


The rate for all display classified advertisements is $5.00 an inch with a maximum of 45 words. { 
{= Advertisements for this page must be in our New York office on Friday of the week preceding publication. “J | 





Minimum charge, $1.25. | 
In all other cases each word of the | 
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WANTED TO PURCHASE 








Buyers of Surplus Stocks 
We oo ~ B ouretes Ad aa stocks of shoes 
from manufacturers, Job! retailers. 
QUANTITY *NO OBJECT 
KIRSCH-BLACHER CO., Inc. 


106 Duane St. New York 
Phone WOrth 2-5377 and 5378 














BUSINESS OPPORTUNITY 





FOR YOU 


saciid DEPARTMENT 


New Technoped Foot Stimulator and Circulation Ma- 
chine will break up adhesions in the foot, stimulate 
circulation and give instant relief to tired, aching, 
painful feet. 

Treatments can be taken by the customer himself with- 
out removing stockings and are safe, pleasant and 
effective. Can be purchased for cash or through 
Federal Housing Administration (approved). Cc. 
or D.C, current. 

Satisfaction Guaranteed or Money Refunded. 


TECHNOPEDIC INSTITUTE 
665 BROAD STREET _NEWARK, N. J. 


1936 


Sees Optimistic Outlook 
in Leather and Shoes 


Boston, Mass.—The connection be- 
tween hide prices and net imports of 
hides, interestingly expounded before 
the National Shoe Fair at Chicago by 
Merrill A. Watson, executive vice- 
president of the Tanners’ Council and 
reported in the January 11 issue of 
BooT AND SHOE RECORDER, was re- 
peated, in part, by the same speaker 
at the regular dinner meeting of the 
Boston Boot and Shoe Club, held Janu- 
ary 15. Mr. Watson sees a promising 
year ahead, both in leather and shoes. 


In brief, Mr. Watson’s theory, which 
is borne out by a close study of the 
price cycle over a period of many years, 
is based on the fact that when the 
United States consumption of hides 
falls below production, then imports 
of hides become necessary—these com- 
ing chiefly from the Argentine, known 
as the “B. A. market.” In this market, 
which is extremely sensitive, American 
hide buyers, it was inferred, come into 
active competition with the hide buyers 
of other nations and this competition 
becomes keener as the necessity for 
importing hides into this country be- 
comes more marked. 


Hence the rise in prices, paralleling 
in every case the increase in imports. 
The more we bring into this country, 
the more we have to pay for what we 
bring in. This tends to make leather 
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more expensive, of course, and this 
strengthening of prices goes on until 
hide prices reach a level at which the 
so-called “marginal hides” come into 
the picture. These are hides, ordinar- 
ily of lower quality, which cannot be 
sold at a profit except during periods 
of high prices. They tend, therefore, 
to keep the price level from going too 
high. 

Mr. Watson predicted that the Amer- 
ican consumption of hides in 1936 
would be about 20,000,000 hides, of 
which four or five million would be 
imported, and pointed out, furthermore, 
that tanners’ inventories are in a very 
sound condition because, during a 
period of rising prices, such as we are 
now experiencing, leather has a habit 
of moving from the inventory of the 
tanner into the inventory of the shoe 
manufacturer—presumably because the 
latter, sensing even higher prices to 
come, wishes to cover himself for as 
long a time in advance as he is finan- 
cially able to do. 

That being the case, said Mr. Wat- 
son, “there is no reason why shoe and 
leather men should not look forward 
with optimism” to the year just begin- 
ning. 

Club Secretary James H. Stone re- 
ported on the success of the National 
Shoe Fair; and the meeting, as always, 
was ably presided over by President 
M. P. Gaddis. 


Do You Know How -- ? 


Do you know how to figure your GROSS PROFIT each month without a great deal of work? 

Do you know how to find your DOLLAR and PAIR TURNOVER? 

Do you know the CORRECT ENTRIES to make for your daily transactions? 

In figuring your INVENTORY, do you know how to ascertain the MARKET VALUE of your stock? 
What percentage do you charge off for FIXTURE DEPRECIATION each year? 

ANSWERS to the above questions and OTHER ACCOUNTING INFORMATION are to be found in 


the accounting manual entitled 


“Simple 
Accounting 
Help 
for the Busy 
Shoe 


Dealer”’ 


Feeseeesce2eeeeeeee 88088888888 


Use the coupon below 


BOOT 


Merchants’ Service Department, 


209 South State Street, Chicago, Illinois 


Gentlemen: 


Enclosed find $2.00. 


Please send me the manual entitled, 
ACCOUNTING HELP FOR THE BUSY SHOE DEALER.” 


Yours very truly, 


Blithe | 


and SHOE RECORDER 


“SIMPLE 
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The Man Who Waited 


He waited for the furnace 
To break the tempest’s wrath. 
He waited for the water 
To get hot for his bath. 
He waited for his breakfast. 
He waited for the train. 
He waited for the dentist 
To ease a molar’s pain. 


He waited at the table 
For lunch to come in view. 
He waited at the window 
To buy a stamp or two. 
He waited on the teller, 
Some lucre to obtain. 
He waited for the trolley 
To take him home again. 


He waited for his dinner 
Until the cook came home. 
He waited for the paper 
Through many hands to roam. 
He waited for the sandman, 
Slept, rose, put on his hat, 
And started on a new day 
Waiting for this and that. 
Clarence Edwin Flynn. 


Quality Sales Boost Volume 


LINCOLN, NEB.—“Sell quality,” says 
Harold Magee, manager of the ladies’ 
shoe department, Magee’s, “and you’ll 
have no trouble keeping your sales 
volume up. Satisfied customers always 
come back and quality makes satisfied 
customers.” 

To prove his point, Mr. Magee tells 
their system of holding clearance sales. 
No newspaper advertising is resorted 
to in order to clear shoe stocks. A 
complete file of customers’ names is 
kept and the sale is conducted purely 
through postal cards. Between 5000 
and 6000 postal cards are sent out to 
these customers stating that a clear- 


ance sale is to be held and giving the | 


sizes available. 

“The response to these cards is tre- 
mendous,” says Mr. Magee. “By the 
end of a few days our Shoes are com- 
pletely cleared and we are ready for 
new stock. Our satisfied customers 
come back for more quality. It cer- 
tainly pays.” 


Greensboro Store Modernized 


GREENSBORO, N. C.—Marks Slipper 
Salon has leased a new store at 104 S. 
Elm Street and is now remodeling and 
installing a new modern front of vitro- 
lite glass. Floor and seating space will 
be twice as large as in the present 
store. 

Fixtures will be of new chromium, 
seats upholstered in pastel shades, with 
carpets covering entire floor, to match. 

This store will be second to none in 
the South in equipment and appear- 
ence. Mr. Marks has been in the shoe 
business in Greensboro for the past 20 
years and also operates a shoe store in 
Roanoke, Va. He expects to open other 
units in the near future. 
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Coping oe 


BOOTS AND SHOES 


BLOG SHOE CO., INC., New York City.............. aoe Pere em lel ee! 
BROWN: SHOE GOMPANY, St=touis, Mo.. .. 2... ccc ences eect nccecceesegun 36, 37 
CHIPPEWA SHOE MFG. CO., Chippewa Falls, Wis.. 2.0.0.0... 00.000 cee eee eee 55 
CLAPP, EDWIN, & SONS, INC., E. Weymouth, Mass.... 0.0 .......0 0250 c cece eee eee 54 
DIGKERSON, WAVER T.,. THE, Columbus, 0... .3....5 cc cceescccccecteecciges 2 
DOUGEAS, W. 1. SHIGE CO... Brockton, Mass... 2. - occ sc eee baenens poses 51 
ENDIGOTT-JOHNSON GORP., Endicott, N.Y... ....6. ccc cect tvieea secneeed eeeees 4,5 
Se ee ty Thhiensvilla, WIS... 5c 5 a5 o5 occ os wre sie os 90.8 ews ce dw lke Bee gdp aioe ata | 
GREDORT a eRe OO ® tiymins Massi2 aioe 2 ced oes ects ce een ee» cmeoreatetes 54 
GREEN SHOE MFG. CO., Boston, Mass...........0 02: c eee e cee eee eens Back Cover 
IRR iGo. Oinaha, Neb:.... .... cnc. os oe ee cece Sibeet te Scenes 56 
LUMBARD SHOE GO., Auburn, Me... .. oo. ccc cee cen cece ceaeae wise Hale ean 52 
MRS. DAY'S IDEAL BABY SHOE CO., Danvers, Mass... .........00. cee cece eee eeees 52 
Ce ee SRO OES 6 5c oe oie ieee cb wee a oe eee w sees ob Ou eeeiee 58 
PUR ree rH, Wiese, “Wise. ooi ec vee Sino dda veiw cing ers oo slee eemnmacers es 47 
ROBERTS, JOHNSON & RAND; St. Louis, Mo... .. 0... ccc cc ener eee casteebeeuas. 4) 
ROVICK THEATRICAL SHOE CO., Chicago, Ill. ............. eee cece eee 54 
SCHWARTZ & HERDER, INC., Philadelphia, Pa..... 0.2.0.6... . cece cece cece eee eee 56 
We ee Hn. (rochton. (WARES: 56.5 os esc cso ea 55s eat pean dengeens 43 
TWEEDIE FOOTWEAR CORP., Jefferson City, Mo......... 0.00 cece cece eee neces 10 
ere orp rene: GO. St Louis, Mois is.6.ccs isc cseee cada ciaaeou ea seeae vers 23 
LEATHER AND OTHER MATERIALS 
ALLIED KID—McNeely Div., Philadelphia, Pa........ 0.0... cee eee ee eee ee 6 
GALLUN, A. F., & SONS CORP., Milwaukee, Wis... ............ 0.00 cee cee eee 8 
HUBSCHMAN, E., & SONS, Philadelphia, Pa........... 0.0.00 cece eee ee 2nd ices 
Ree ene a eITCR MIN GIN ON OPKNG II <<. 5. sao ebwrlene oecdee cle ata cele OU we wieles wartera erie elere 7 
RISTEER URATINER GO. Boston, Mass... 6 cco. ce eas oe eetnaei ne Seminars eee 29 
LIMA CORD SOLE & HEEL CO., Lima, O. ...... 3rd Cover 
NORTHWESTERN LEATHER CO TRUST, Boston, whe. wcanGibneaeeseacwit _ 27 
OHIO LEATHER CO., Girard, O......... 0.0. cc cece cece cette ee ceeceeccecees 44 
PANTHER PANCO CO., Chelsea, Mass............. 0.0 ccc cece cree cee eee e ee enees 48 
Deter e PTT er, (IOWATE, ING Se. os ois bocce b cdada cb sliedisescagderenciorens 25 
SURPASS LEATHER CO., Philadelphia, Pa........... 0.0 c cece cece cece eee tree eee 8 
VAN TASSEL LEATHER CO., Norwich, Conn......... sas a Sea uncon chase oelieeoahoras eon dive eee anaeh oes 54 
MACHINERY, LASTS, MFRS.’ SUPPLIES, DRESSINGS, ETC. 
LIVFRE WARY mes teD,, (Boston, Mass.) zc .6-s 5.66 os oh eke wbbb odes wecwuecnes 31 
SPAULDING FIBRE CO.” No. Rochester, N. Fi... 5 ccccccccccsae ace creeteendece ce . 3 
UNITED LAST COMPANY, Boston, Mass.. s5ioxGh Stars sabes asks Gersnedbets ener eacaiss aah eee ae 
UNITED SHOE MACHINERY CORP., Boston, ines, Pen cise aaa bona wae 46, 59 


VULGAR GG ia POTIETROUING Os. ccs cobb co cre cote einen ode ewlass 
SHOE STORE ACCESSORIES 


ELANBEE (SALES GO:, SHG... Boston, Masse... Oo Sel eo eee i ck ew conaeoaee 57 
STORE EQUIPMENT 

GRAND RAPIDS STORE EQUIPMENT CO., Grand Rapids, Mich..................... 39 

PRRs MCU: GD. GHICRO, UNS. os ccs os ose dnd wlowcdiaiele cbeic es see eo evcw ewes 62 

PITTSBURGH PLATE GLASS CO., Pittsburgh, Pa........ ccc cece cee cece tcc eeeeeee 35 
MISCELLANEOUS 

Bee Gene Gomriel, New York City occ. oo noo cccnddiccea' Soe liews swe weeieiess 62 

ee RENN SMI So ios io a, tere is ad De Oia a ecbie's-0li a, he owned emia ees 62 

Rineuee Gren GO. 1G. New, York GCify: .5606.6.06 0050508 scccteeceresnces 63 

SNS fe tires II NER IIE o 6.555 oo oko si cin) ae sdb udeukeieieecatacmecawencs. 4 

TREOMING@PEUNG TMSrirute, Newark) (No J... 00. csc ceccccccise cevacesesvececs: 63 
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VODE 
PARIS GRAY 
KID 
No. 177 





Navy-blue costume trimmed with gray fox. 


Light, fluffy furs in general and gray _ in particular are 


more in evidence this spring than they have been for many 
seasons. They're used for trimming on town ensembles 
(gray fur on navy and lighter blues is very popular), for 
trimming on pastel tweeds for resort wear, and, most 
luxuriously, on the pastel silk afternoon suits that are chang- 
ing resort wear from the formula of "sports and evening 


clothes" to "sports, afternoon and evening clothes." 


This fashion furnishes an additional season to sell gray 
shoes this spring, it can mean extra business to you. 


Promote shoes in: Vode Paris Gray Kid No. 177. 


STANDAERD KID DIVISION 
ALLIED KID COMPANY 


209 South Street, Boston, Massachusetts 


Vol. CVIII, No. 24, BOOT AND SHOE RECORDER, cage every Saturday by Chilton Ses (Inec.), Chestnut and 56th Sts., Philadelphia, Pa. Entered as second class 
matter November 23, 1932, at the Post Office in Philadelphia under Act of March 3, 1879. Subscription price $3.00 per year. Printed in U. S. A. 











We instructed a news service to cover 
Miami's fashionable spots and send us a 
shoe story. Their answer was ‘pictures are worth 


a thousand words. 
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EVERY SHOE STORE 
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TOXFORDS—For All ’Round Wear 


By The All American Girl 
IN-STOCK 


Just the shoes that every girl needs for Spring wear. At 
home, at school or for general street wear, Endicott- 
Johnson Oxfords are real all ‘round shoes. 


This Spring line has a sporting dash about it that will 
catch the fancy of every modern young girl—and they'll 
be wild about the new designs and leathers which they 
can easily afford from modest clothes allowances. 


Schoolgirl customers are important ones for every mer- 
chant to have. It's easy to keep them coming to your store, 
when you have E-J shoes to sell them. 


Send us your order today and well ship the oxfords at 
once from our famous IN-STOCK Department. 


om GOODYEAR STITCHED 
ALL WITH LEATHER SOLES 


Udit Suse find. 
S283 Meee $1.45" : 


’ 





mN | TT) ST. LOUIS, MO. 
~ Jy. N£W YORK CITY 





Every shoe salesman, almost daily, endures 
the disagreeable experience of handling feet 
that are sweaty and smelly. But why endure 
it? Why not clear up this condition to the 
benefit of your customer and yourself? 
The customer who has this extremely un- 
pleasant complaint is suffering from BRO- 
MIDROSIS (Bro-mi-drosis) . . . which is an 
unhealthy condition of the sweat glands. 
Whenever you detect unpleasant foot or 
body odors. ..there’s your chance to be help- 


ful to your customers and make an extra sale. 


DR. SCHOLL’S BROMIDROSIS 
POWDER IS A NATURAL ADD-ON ITEM 
WITH EVERY SHOE SALE 


Men and women who are victims ot this 
embarrassing and distressing complaint 


VEGRY of (10) 1k 
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will welcome a proved, scientific remedy. 
DR. SCHOLL’S BROMIDROSIS POWDER 
has been used successfully for many years 
in treating all types of Bromidrosis. It 
is backed by the name and reputation of a 
World Noted Foot Authority. 





BROMIDROSIS POWDER 


When writing advertisers please mention Boot and Shoe Recorder 
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Pittsburgh Plate Glass Company, 
2386A Grant Building, Pittsburgh, Pa. 


Please send me, without obligation, your new book 
entitled *“How Modern Store Fronts Work Profit Magic.” 


MAIL THIS COUPON 
FOR FACTS ABOUT STORE FRONTS 


Name 





Street__ 


City — ceMien 





— — 
Iam |} am not |_| interested in the Pittsburgh 
Time Payment Plan. 


This book contains complete information about Pittco Store Fronts and 
interior painting; price data; “before and after” photographs of actual 
Pittco-remodeled properties everywhere; and interesting statistics on how 
modernization meant better business to the stores pictured. For the sake of 
bigger profits, read this book. Sign and mail the coupon for your free copy. 





Listen to the Music You Love 
played on the air by the Pittsburgh 
Symphony Orchestra. Watch your 
local papers for announcement of 

first program, 





HERE IS a Shoe Store in 
Atchison, Kansas, befcreand 
after the property was re- 
modeled with a new Pittco 
Store Front. The new Pittco 
Frontinvites customersinto 
the store and indicates the 
better service and merchan- 
dise they may expect to 
find there. 


| 3, beeen is more important in making shoe sales than 
your store front. Your store management may be of the 
best, but unless your store front is modern and appealing to 
prospective customers, you can’t get people to come into 
your store and take advantage of what you have to offer! 
That’s why so many progressive merchants are remodeling 
their stores with new Pittco Store Fronts. A new Pittco 
Front brings the customers in... and gives you a chance to 
sell them. Retain an architect to design a new Pittco Front 





PITTSBURGH PAINT 
PRODUCTS 


POLISHED PLATE 
GLASS 


TAPESTRY GLASS 


Glass 


for your store. Our staff of experts 


will gladly cooperate with him in 
STORE FRONTS 


PRODUCTS OF 
Puit{? SEES BURG i 
PLATE GLASS. COMPANY 


design and installation. 


Pittsburgh Time Payment Plan 


urchase a new 
Pittco Front out of profits! 2 years 
to pay. Merely an a 20% down 
payment and pay the balance in 
easy monthly instalments at low 
F. H. A. rates. 


Now you can 
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Critical judges award a blue ribbon to Stetson on three points: craftsmanship, styling, and fine use of fine 


raw materials in their shoes. The leather, of course, comes from the best stock —Evans—and naturally en- 
hances their beauty of form. For Evans Leather, with its luminous, deep and rich finish, is admirably suited 
to the chaste designs of Stetson. And because Evans Kid is made in the world’s most modern tannery, it, 
too, enjoys the name of Thorobred. Evans’ uniformity of texture and color is a standard by which 


the merit of all kidskin is judged. The color penetrates clear through the skin, and will not pull out. 
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Clirica 
Colonial tie with high tongue and metal-edge gros- 


gtain bow. Kan’t-scuff heel in afternoon height. Softest 
Kidskin: Evans Ruby Black or Evans 101 Brown. 


Diane 


This 4-eyelet tie carries a narrow grosgrain ribbon. Per- 
forated and stitched design, with beige vamp and quar- 
ter underlay. Finest kidskin: Ruby Black or 101 Brown. 


/Vewpoct 


Gore pump, simply treated with a sewed-down strap 


boasting cartridge belt loops. Covered, full-breasted 
Louis heel. In Evans Ruby Black or Evans 101 Brown. 


EVANS 4, STETSON 


There are no faded undertones to blemish quarter and vamp. Little wonder that Stetson Shoes of Evans 





Kid are of pedigree stock, deserving and winning many honors! John R. Evans&Co. Camden, New Jersey. 


Crans kid 


THE KID WITH A DEFINITE SALES INFLUENCE 
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\ 
Y PROCESS COMPANY 


DERAL STREET, BOSTON, MASS. 
% 
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TTLLWAY 





Lo chstitch 
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REG.U.S. PAT, OFF. 


SMART COMFORT — 
FOR WOMEN 


7 two qualities in corrective 
footwear which are demanded 
by every woman today are—com- 
fort and style. 


Treadeasy Shoes offer the perfect 
combination of these two qualities. 
Not only do they feature the correct 
support and fine fitting qualities 
which are the result of over 60 
years of scientific research, but also 
the newest and smartest designs, 
leathers and colors of the Spring 
Season. 


Treadeasy Shoes give to women 
IN STOCK exactly what they desire in smart 


Black, White, Brown, { : and comfortable footwear. 
Blue Pe 


THE ESTINE 


The Treadeasy Spring 
1936 Catalog is ready. 
Write for your copy 
today. 


THE GALENE 
IN STOCK 


Brown, Black, Fawn, 
Blue, Grey 


NEW YORK CITY SALES OFFICE - .- 944 MARBRIDGE BUILDING 
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TROSTEL CALF I$ C-LI-C-K-I-N-G 


The opinion is spreading rapidly. . . Trostel Calf is «the 


5 


last word” in leather for men’s shoes. With retail cus- 
tomers, dealers and manufacturers alike, it is “clicking” 


because of its handsome finish and its durable quality. 





